








Every Department 
Store in Philadel- 
phia daily adver- 
tises in 


The modern Department 
Store is the embodiment 
of what is most progressive and 
up-to-date in business methods, 
and the fact that THE RECORD 
is the only paper which is used 
by each and every one of these 
establishments to carry their an- 
nouncements is proof positive of its 
excellency. 

Among women THE RECORD is the 
favorite, and our Woman’s Page isa 
leading feature every day in the year. 


Average for the first eleven months of 1900: 


191,704, a 154,365 Sunday. 


RATE, 25c. PER LINE. RATE, 20c. PER LINE. 





‘The Record’ always does things in fine style, which accounts for its prosper- 
ity 4 which also accounts for the numerous friends it has. 
ILLIAM C. FREEMAN, Advertising Manager, ‘The New York Journal.’’ 




















2 PRINTERS’ INK. 


135,000 


PEOPLE USE THE 


BROOKLYN “L” CARS DAILY. 


HIS means that in one 

working day you can make 
a direct appeal to 135,000 minds, 
most of whom are alert and 
looking for just what you have 
to sell. One of those 16x 24 
inch cards will enable you to 
tell your story concisely, point- 
edly, plainly. We will cheer- 


fully answer questions either 


personally or by mail. 


GEO. KISSAM & CO., 


253 Broadway, New York. 


15 BRANCIL OFFICES. 


Written by Thos, Johnson, Lexington, Ky. 
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PRINTERS’ INK. 


A JOURNAL FOR 


ENTERED AS SECOND-CLASS MATTER AT THE 


VoL. XXXIV. NEW YORK, 
AN ADVERTISING COUNSEL. 


On his recent visit to this coun- 


try, Mr. James Gordon Bennett, 
proprietor of the New York 
Herald, created the new office of 


advertising counsel for his publica- 
tion, putting Mr. Manly M. Gillam 
therein. Mr. Gillam receives an 
ample salary, yet fully retains his 
independence, being master of his 
own time as completely as if he 
were the legal counsel for the pa- 
per instead of having a connection 
with its business department. 


A representative of PRINTERS’ 
INK called on Mr. Gillam at his 
office in Temple Court, and asked 
him about this new association. 


‘This is an entirely unique posi- 
tion and marks a departure of more 
than ordinary significance,” said 
Mr. Gillam. ‘“‘Men learned in the 
law are retained as counsel by bus- 
iness men and corporations almost 
as universally as property in- 
sured against fire. No one ques- 
tions the wisdom of either course. 


1S 


Business thrift and economy dic- 
tate both of them. 

“Why not an advertising coun- 
sel? Any one familiar with the 
advertising history of the past few 
years knows that a little level- 
headed advice might have saved 


thousands if not hundreds of thou 
sands of dollars for each of half a 
hundred advertisers. Money is as 
surely burned by unwise advertis- 
ing as by a fire. The loss is really 
greater than if the same value were 
swept away by the flames. It 
would be greater even if the adver 
tiser were insured—he loses oppor 
tunity and prestige in this instance 
as well as his cash. 

“T look to see the day when the 
advertisers who e~pend great sums 


will in counsel whenever im 
portant campaigns are being 
planned as well as during their 
progress. It would be no re flec 
tion on the regular advertising 
man if this were done. Any man 


ADVERTISERS. 


NEW YORK, N. Y., Post-OFrFice, JUNE 29, 1893. 
DECEMBER 26, 1900. No. 13. 
who builds up an _ advertising 
scheme and puts it in operation 


becomes committed to its features 
and more or less blind to its weak- 
ness, if it has any. Let a broad- 
minded, experienced, honest and 
conservative outsider consider the 
proposition and he will be almost 
sure to suggest changes or modifi- 
cations that will be improvements 
—and money savers.” 

When asked if advertisers 
garded the matter in the 
light, Mr. Gillam said: 

“Oh, yes some of them. I held 
such a position with the Pope Man- 
ufacturing Company for two years 


re- 
same 


before the formation of the Bicycle 
Trust. My proposition to Col. 
Pope was ang [ would visit Hart- 
ford one day each week for three 
months in an advisory capacity, 
without pay. If at the end of that 
time he did not say my services 
had been worth more than my 
charges for a year we would call 
it off. After our first business 
conference he said to me: ‘Mr. 
Gillam, you have saved more for 
us already than we would pay you 
in five years.’ 

“T have just been doing similar 
advisory work for Prof. Munyon, 
whose great business has lately be- 
come such a feature of upper 
Broadway 

“So of Wanamaker & Brown, 
of the famous Oak Hall in Phila- 
delphia, the pioneer clothing hous 





in Americ: aon broad modern Rees. 
So of half a dozen more I might 
name, 

“In none of these cases was the 
work of the regular advertising 
man interfered with He was 
helped, inspired, made more en- 
thusiastic if possible. In no in- 
stance has the advertising man 
shown jealousy of me. Te has no 
call to be jealous I have not 
wanted his job. T have always 
tried to make him better, stronger, 
more effective in his place. 


“But Mr. Bennett's proposition 








4 PRINTE 
is different from any of these. It 
is his determination not only to 


maintain the Herald in its present 
proud and pre-eminent position as 
a newspaper but to make it even 
more markedly than ever the great- 
est advertising medium in_ the 
world. To that end he wishes to 
have questions of advertising pol- 
icy and procedure considered more 
than ever from the standpoint of 
the space-buyer as well as from 
that of the space-seller. Mr. Ben- 
nett understands as clearly as any 
man with whom I ever talked that 
advertising which, broadly consid- 
ered, not valuable to the adver- 
tiser is not really valuable to the 
medium that prints it. He fully 
comprehends the great principle of 
mutuality in these matters and that 
business got through the encour- 
agement of misdirected zeal, or by 
taking advantage of ignorance on 
the advertiser’s part, not that 
on which a solid and lasting news- 
paper success is to be built. 

“Mr. Bennett seems to feel that 
the training gained by fifteen years 
of newspaper editing and publish- 
ing, joined with the knowledge and 
experience that came from as many 
more years of space-buying for 
more than $5,000,000 of advertis- 
ing of my own production equips 
me to be of service to the Herald. 

“Matters of more or less moment 
are continually arising which need 
careful attention. Mr. Howland’s 
position as general manager gives 
him but little time to devote to any 
but the most important issues. It 
was by his advice that Mr. sen- 
nett asked me oth take this place. 


is 


is 


FLAT RATE ADVANTAGES. 


1.—You pay for what you get, and 
you get what you pay for. 

2.—You can advertise “little” or 
you can advertise “big,” just as it 


suits you and you get your money’s 
worth every time. 
foucanchange your ad as often 
as you like, without additional cost. 
4.—You can make special announce- 
ments, using a _ half-page if you 


choose, without its costing you an im- 


possible price. 

5.—You can be as erratic in your 
advertising as you choose—advertise 
largely one month, and not at all the 
next; and you pay at the same rate as 
though you advertised regularly. 

6.—You are on an equality with all 
other advertisers. You pay no more, 
you pay no less. Everybody treated 
alike.—Waxahatchie (Tex.) Enterprise. 


RS’ INK. 

THE FACE ADVERTISER. 

The Kansas Knocker is a 
quarterly issued at 503 Jackson 
street, Topeka, Kan., making a 
specialty of “knocking” against 
everything and everybody. In its 
latest issue it says: 
_I knock on the creature who uses his 
likeness to advertise his wares. hile 
formerly he was rare, he now is numer 
ous. He breeds with the fecundity px 
culiar to all the lower orders of ani 
male. Imitation is easy, and for 
reason the custom grows. At one 


confined to quack doctors, who are t 
ured on notoriety and prospered b 
licity, it has spread among all 
of tradesmen. I knock on the 
blooming tribe, from the cheap shox 


cr 






















to the gum-seller, from furniture 

to jeweler. Where formerly their ces 
affronted the eye only from the news 
papers, they now desecrate the pages of 
magazines, and from signboards 1 the 
landscape and insult all nature. Tor the 
most part, the faces are in themselves 
breaches of the peace, and their ear- 
ance in actual life would be deemed suf- 
ficient provocation to slap them. Inane 
and vacuous, smug and egotisti they 
furnish incontestible proof of the fath- 
omless asininity of their owners. ‘This 
morbid desire for publicity is simply a 
disease, and, like others, has vari de- 
grees of malignancy. In the primary 
stage it might possibly be cured the 
vigorous application of a club, ma f 
a certain aqueous timber and of z 
dimensions. However, when it rut ) 
the tertiary stage and reaches int 
where a man exploits a whole €s- 
sion of his face, hope of cure dis ears 
and death alone can give relief an 


afflicted public. 
or 

No business can live which has not 
for its foundation-stones integrity and 
reliability. Deception, like quack doc- 
tors, may apparently succeed, but com- 
merce’s unalterable laws, like a_ busi- 
ness post-mortem, will soon a se the 
cancerous growth of fraud and ickly 
destroy the guilty. —Martin A Mone. 





THIS ADVERTISEMENT CAUSES A GREAT 
DEAL OF ATTENTION IN THE §& PPING 
DISTRICT. THE HANGERS ALL CONTAIN 
THE SAME WORDING, THE CAB CONTAINS 

- NO OCCUPANT SAVE THE DRIVER, 
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925,250 
COPIES OF 


The Ladies’ 


Home Journal 


for December were issued and _ sold. 
The advertising rate is six dollars a 
line, and no combination of other 
mediums will reach these 928,250 


women. 


THE CURTIS PUBLISHING CO., 


PHILADELPHIA, Pa. 


























THE SPECIAL AGENT. 


In the December issue of Fame 
(N. Y.) Mr. Artemas Ward makes 
a special study of the special 
agent. He tells how he has known 
them for fifteen years and watched 
their failures and successes. He 
then proceeds in the catechetical 
style, here slightly abridged: 

What Is Agent’s Duty to 
Himself ?—-First, to be honest. Next, to 
be attable, which is especially necessary. 
Lastly, to insist clearly, though not cap- 
tiously, that the home office shall make 
no terms to any one that would not be 
made through him. 

What Are the Duties Toward His 
Publication?—Industry, system, accu- 
rate lists of possible advertisers, regu- 
lar calls on them; observance of all en- 
gagements, without lame excuses; a stu- 
dious knowledge of the publication 
which he undertakes to represent. 

What Are the Relations to the Ad- 
?—They are those of a fair deal- 


the Special 


vertiser: 

ing friend. One who values his cus 
tomer too much to deceive him; who 
understands his customer too well to 


try to lead him out of his path; who en- 
deavors to study the advantages which 
that customer can acquire in his _par- 
ticular line; and who never attempts to 
[ line of 


force friendship to cross the 
profit. 

How Should the Paper Treat the 
Special Agent?—-With absolute  confi- 
dence—or else discharge him. Consider 
him as part of the paper and give him 
all the backing and dignity of its for- 
eign ambassador, or part company. 

How Should the Advertiser Treat the 
Special Agent?—As a friend—one who 
saves him time and trouble and brings 
to the door of the office things that 
might be sought with pain elsewhere. 


should be as truthful to 


The advertiser 


the special agent as he in turn expects 
him to be. No evasions, no ‘exhausted 
appropriations” to be opened to the 
next comer—no bluff denials—just fair 
business reasons, and these honestly up- 
held. The courtesy of a “come again” 
is a curse to the honest worker unless 
it is sincere. 


He then proceeds to typify them: 
Here is one who chatters like a mag- 
could 


pie, but whose namesake acquire 
twice as much advertising with half as 
much talk. Yet this is a good fellow, 


full of confidence; a man who hangs up 


his coat when he calls on you, and 
seems determined to stay all day. His 
good nature is irresistible, but he was 
not built for great things in the special 
agency line. 


And now enters one rather sad in his 
approach; mild and quiet, convincing 


rather through his honesty and patience 
When 


than through any other virtues. 
representing known quantities and es- 
tablished papers his manner assures 
success, but he has not the enthusiasm 
which would make a new proposition 
successful 

And here is one, lacking health, but 
possessing mental health, Pheenix-like 
rising from the. flames of disaster or 


PRINTERS’ 


INK. 


wasting disease; ready at all times to 
close a contract; mentally energetic— 
first, last and all the time. } 

How shall we describe the mar 
calculates to such a nicety that he \ 
nothing—even in friendship; who 
diplomacy, but makes it up in a 
metic; whose success, though mod 
is assured; who, by steady attenti 
all details of his business, progr 
year by year in a way that is not 
encouraging at present, but renders 
future almost certain? 

Another! Ah, Brother! Reckle 
careless, good-natured, too full of 
and life, stand high in the 





















you inks 
because of certain mauliness that runs 
through all your actious. May your 
shadow never grow less. P 

And you, my_ great-hearted friend, 
whose very enemies respect your better 
nature. What co etition cou wn 
your personal influence? What are 
rates and position and commis 
side such a personality as yours? 

Here is my systematic frien one 
who combines wide experience the 
field with the most accurate detail in 
handling the business. How could he 
fail to succeed who for twenty years 
has followed one systematic cout with 
great faithfulness? 

Ilere we have a business man of no 
small abilities; one who represents not 
publications alone, but himself vell. 
Who knows the value of life and time 
and money too well to waste any of the 
three. One who has_ succeed and 
must succeed while others stand and 
criticise ar watch. 

And here is one among the old ones 
in the line, representing an honorable 
publication honorably, known for square 
dealing and the absence of all non 
sense Vho can doubt his seri ex- 
perienced manner? Who could waste 


Of course he does a good bus- 


his papers. 
owe 


ILLUSTRATED ADVERTISE- 
MENT 


his time? 
iness for 





INFORMATION WANTED OF DANIEL DENIS 
0’SHEA FROM TRALEE, IRELAND. WIEN 
LAST HEARD FROM WAS CHEMICALLY EM- 
PLOYED IN THE PENNSYLVANIA MINES, 
U. S. A. 
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IOW A’S GREAT 
WANT MEDIUM 





THE DES MOINES 


Daily News 


publishes an average of seven full columns of 
classified advertisements per day. This is a 
larger space, and comprises a larger number 
of legitimate paid classified advertisements 
than are published by any other paper in the 
United States in proportion to the population 
of the city of publication. 

Saturday’s Daily News averages twelve 
full columns of ‘‘ wants’’—by far exceeding 
any Sunday newspaper in lowa. 

The Daily News carries no free ‘‘ wants.” 

The Daily News carries no ‘‘dead” ad- 
vertisements. 

The Daily News does not pad its col- 
umns with unordered advertisements clipped 
from other papers. 

The Daily News sets its ‘‘ want” adver- 
tisements in solid nonpareil type, not finding 
it necessary to use large type and leads in 
order to make a showing. 


omcuarion Over’ 29,250 


RATES for classified advertisements, one cent a word each insertion ; 
nothing less than 10 cents. Monthly rate for three or more lines, $1 a line per 
month ; nothing less than $3 a month, 




















PRINTERS’ 





INK, 


One of the most successful advertis- 


ers the past five 


years was asked to 


name the 50 best daily newspapers in 


the United States, to be used for the 


sale of an article retailing from 25c. to 


$1.00. 


The following list was.compiled 


after carefully considering cost, circula- 


tion and services: 


Albany Times-Union. 
Atlanta Constitution. 
Baltimore News. 
Boston Globe. 
Boston Herald. 
Boston Transcript. 
Boston Journal. 
Brooklyn Eagle. 
Buffalo News. 
Buffalo Times. 
Cleveland Press. 
Chicago News. 
Columbus, O., Citizen. 
Chicago Tribune. 
Cincinnati Enquirer. 
Cincinnati Post. 
Dallas News. 
Denver News. 
Denver Republican. 
Des Moines News. 
Detroit Journal. 
Detroit News. 
Grand Rapids Press, 
Indianapolis News. 
Indianapolis Press, 


Kansas City Star. 

Los Angeles Times. 
Milwaukee Evening Wisconsin, 
Minneapolis Journal. 
Minneapolis Tribune. 
New Orleans Times-Democrat. 
New York Journal. 

New York Herald. 

New York World. 
Newark News. 
Philadelphia Record. 
Philadelphia Bulletin. 
Pittsburg Dispatch. 
Pittsburg Times. 
Portland Oregonian. 
Rochester Democrat. 

St. Louis Republic. 

St. Louis Chronicle. 

San Francisco Bulletin. 
San Francisco Examiner. 
St. Paul Dispatch. 
Seattle Intelligencer. 
Toledo Bee. 

Tacoma News. 
Washington Times. 

















PRINTERS’ INK, 


Advertising results bring the greatest amount 
of advertising ever printed in a newspaper. 


Three records have been broken within 12 months 


by the 


New York Journal 


AND ADVERTISER. 


W.R. HEARST. 


CHRISTMAS EDITION, DEC. 10, 1889, 


320% cowmns. 


This beat the best previous record of any newspaper 
by 12'2 columns. 


EASTER EDITION, APRIL 8, 1900, 


Zz 59 % COLUMNS. 


This beat the Fournal’s Christmas edition by 39% 
columns and the Herald’s Easter edition by 34 columns, 


CHRISTMAS EDITION, DEC. 9, 1900, 


3 9 r”4 % COLUMNS. 


This beat all previous records, not only the Journal’s 
own records, but the records of all other newspapers in 
the United States. It beat the Herald’s Christmas edi- 
tion (the next highest), December 16, 1900, by 11712 
columns. . 


Advertising always comes in greatest volume to 
the paper giving the most results, and in this the 
New York Journal and Advertiser beats them all. 











10 PRINTERS’ INK. 
BUILDING AND LOAN. and to encourage everybody to 


save money. 


There are nearly six thousand The average American married 
building and loan associations in man generally experiences moreor 
the United States. Nearly every less hunger for a home of _ his 


town of any importance supports own. There is naturally pride in 
one or more of these home build- ownership and a growing feeling 
ing organizations yet it is a busi- that-money paid out for rent is not 
ness very sparingly represented in a good investment. The build ng 





If you are weary of rent paying let us 
give you our plan for buying a home on 
easy payments. You must own the lot or 
cash to buy it and furnish plans for building, 
2 8 We supply money for the erection of the 

house. 
Instead of paying rent toa cold hearted 
Cents landlord you pay us 28 centsa week on 
each $300 borrowed, or as much more as 
you can afford until the house is yours. 

This kind of a loan costs you less than 
an ordinary mortgage. By special act of 
the Legislature these mortgages are exempt 


Week from taxation. Let the secretary give you 
full details. Call or write. 


PEOPLE’S BUILDING 
& LOAN ASSOCIATION 


Geo. J. Little, Sec. 116 So. Jefferson Ave 


Ss 














SU 





SOU Ut 


Works While You Sleep 


Put your Savings where they will work tor you. Money placed with this 


| 


association hever ceases working foritsowner. It works while you sleep. 
It earnsinterest. Some day youawaken to. the fact that you have money 
enough to buya lot. Thenweare ready to loan you enough to builda 
house—just the kind of ahouseyou want. Then instead of paying rent to 
a landlord you pay ittousforafew years and the home is yours—rent 


stops. Come and talk it over with the secretary. 





UUUUInAN nannnneatnnnnnnnanende 


POPU PU a 


People’s Building & Loan Association 





Cc GEO. J. LITTLE, Sec. 116 So, Jefferson Ave. 
inna Ln 
the advertising pages of the news- and loan association offers the 
papers. man of moderate means thx ppor- 


It seems that the plan of opera- tunity to buy a home on weekly or 
tion of a building and loan asso- monthly payments little if any 
ciation might lend itself very read- larger than rent. The whole 
ily to the best kind of advertising. scheme is rich in advertising argu- 
The associations are organized for ment and it is high time the build- 
the masses. It is their aim to sell ing and loan associations of the 
homes on easy payments to peo- country awakened to the immense 
ple who cannot afford to pay cash value the newspapers can be to 
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them in carrying their story to the three times a week in the Saginaw 
people and arousing greater inter- Evening News,’ said Mr. Little, 
est in home building. The great “and the advertising has been syc- 
real estate operators in the large cessful in the face of unfavorable 
cities have adopted the building real estate conditions. We try to 
and loan plan as a means of devel- make people sick of paying rent. 
oping suburban property and All of our advertisements are 
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| ) 
| “Yas, we expect to have a home 5 @ 
of our own some day, we are sav- )) ‘ 4 
ing money for it now,” so speaks Ww e take it for granted that you 4 
the young salaried man. want a home of your own—you % 
His saving resembles the miller ; would scarcely be a natural per- R 4 
who tries to fill a grain bag with . son if you did not. P 
a hole in it. For every bushe! of » Now here is our proposition to - ; 
wheat that gces in the topa quart ) you: Join this association and { 
runs out the hole at the bottom. 2 save enough money in it to pure | 
| Rent paying is a loss—a steady » chase a Jot. If you have this Q 
| drain on savings—it 1s the hole ) amount you are so much ahead. 
| in the purse through which a part ‘ You supply the plans for build- 
| of the savings leak away. ») ing, we supply the cash. When 
Stop up the leak then—come in- » the house is finished, move in and ‘ 
to this, association and put that repay us ourloanin monthly sums 4 
| rent money where it belongs; into about like rent. In a few years, @ 
| property of your own. You can 4 you are out of debt and havea ‘ 
| own a home if you can pay rent ) home of your own. It hasn't , 
| for one. / been any harder to get it thanit “% 
| Come and tatk to the Secretary. . would have been to pay rent—not 
) a bit. 
» 
——SES——_—_ ee ) Come and talk to the secretary. 
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everybody knows how freely they aimed at the rent payer. We show 
use newspaper advertising. him that we can advance the sum 

These thoughts were incited by necessary to build his home and 
a recent conversation with Mr. so ‘arrange the payments that he 
Geo. J. Little, secretary of the will find them no more d fficult 
Peoples’ Building and Loan Asso- than rent. We confine ourselves 
ciation, of Saginaw, Mich., one of to plainest arguments in our ad- 
the few associations now doing vertisements and avoid dry tables 
good advertising in the newspa- of figures. Our announcements 
pers, We use a six-inch space ‘are necessarily brief, but we try 
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in each one to drive some point 
home that will bring some weary 
rent payer into the office. We can 
generallyfinish the work the news- 
paper started when we get the 
subject here. An argument such 
as we can give on our plan is 
simply unanswerable.” Further 
conversation with Mr. Little 
brought out the fact that circulars 
were used to some extent. It is 
his custom to inclose with each 
copy of the association’s semi-an- 
nual statement a neatly printed 
circular setting forth the advan- 
tages offered borrowers. As these 
statements go to every depositing 
member the circulars reach good 
hands. The circulars Mr. Little 
showed me were in the form of 
folders, were illustrated and made 
up of matter of a similar character 
to that used in the newspaper ad- 
vertisements. 
WHAT IS MISSED. 

The man who advertises only once in 
a while does not get the full value of 
his advertising. Neither he nor his 
business ever benefits from the cumu- 
lative value of publicity. His each an- 
nouncement may bear some fruit in 
proportion to its individual value, but 
one absorbs nothing of the good wrought 
by the other. His firm name is not 
kept constantly before the people. It 
is not unremittingly impressed upon con- 
sumers. Hence he is in a measure a 
new advertiser every time he advertises. 
—Dry Goods Economist. 


TO ADVERTISE CHICAGO. 

Chicago is to de advertised in Europe. 
Advertisements are to appear in all the 
leading newspapers stating that the Ch 
cago real estate board is ready to fur 
nish full information concerning man 
tacturing sites available in the vicinity 
of the city. Inquiries resulting fri 
these advertisements are to be sent 
copy to each member of the board, 
correspondence can proceed directl: 
tween realty holders and intending pm 
chasers. The plan is the suggestion 
Nelson Thomasson, who called attent 
to a report that Seybold & Dickst 
English manufacturers of crucible ir 
were looking for a site for a.$3,o000 
plant in some part of the United Stat 
where coal and ore could be obtair 1 
cheap.—Chicago (1ll.) Journal. 

THE WAY TO LOOK AT I1 

Don’t make the mistake of weighing 
— by what it costs. It is 


possible to pay too much for advertising 
if it pays. Nothing is cheaper than 
costly advertising that brings big, profit 


able returns. Nothing is more expe1 ( 
than “cheap” advertising that brings 
results. If a newspaper charges you 
cents a line, and every line brings 1 
a dollar profit, you have got a reg 
Klondike. If a newspaper charges 
50 cents a square foot and you n 
heard from it, you are pouring money 
into a rat hole. Advertising is 
chandise. Buy the kind you can make 
a profit on, no matter what it « 
Have nothing to do with the unpr 
able kind, no matter how low the price 
is.—New England Grocer. 


€ r 


OR HIS AESOPHAGUS. 
The man who prepares your ads ought 
to be a man who thinks with his head— 
not his ee 








A STRIKING D&SIGN, HERB GREATLY REDUCED. CLIPPED FROM THE ‘ 





‘ NATIONAL DRUG- 


GIsT,”’ ST. LOUSS. 




















BAD ADVERTISING, 
By William Woodhouse, Jr. 


Wasn't it wise man who 
said he could learn something from 
even the biggest fool? From the 


some 


wiser folk he said he could learn 
wisdom. From the fool he could 


learn not to be like him. 

{ am reminded of this by ob 
serving two specimens of bad ad 
vertising which have lately 
printed in the newspapers which 
come to my 

A certain dry goods house adver 


been 


desk. 


tised silk underskirts, and the 
genius who presided over the ad- 
vertising department wrote that 
they were “as pretty a lot as any 
old bald-headed man could wish 
to look at.” 

Take any inference from that ad 
which you have a mind to, but you 
can't get away from the feeling 
that at least it was a sample of 
bad taste which prompted the 
wording of the ad, and another 
sample of bad taste, and bad judg 
ment, which allowed the printing 
of it. It created quite a little talk 


in the town. It was undoubtedly 


an “attractive” ad, but it was ob 
noxiously attractive. It certainly 
didn’t sell goods, or tend toward 
that desideratum. It could not 
fail to wound the better feelings 
of the ladies who read the an- 
nouncement. If it didn’t hurt the 
house, it did less than the house 


deserved. 

That was bad enough, in all con 
science, but what is to be said of 
the one here produced? It ap- 
peared in the same paper, and was 
printed a reading notice. Here 
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it is with the name of the firm 
omitted : 

When the Creator made seasons he 
provided for the chilly days between 
name, so he told his head angel to get 
up a grate As we are quite thick 
wi ith those we got a tip, so we 
offer cannel rr open grates. Some 
people pret y, or oa wood, pre 

ured for th pos 

This is taste of the most 
flagrant sort. It’s bad enough to 


offend the moral sensibilities of 
women, but it’s many times worse 
to trifle with religious matters. It’s 
worse still to de scend to positive 


sacrilege 
It was 
attenti every 
speak of it, and I’ve 
has been very 
writer the 
It’ Ss a ca the too-smart 
who has poor judgment; 
who alr s, not to show the good 
products, but to show 
is himself. 
earn any 
most pronounced 
can’t help hurting 


ad that attracted 
one I heard 
heard many, 
with the 


another 
mn, but 


severe 
eftu 


S¢ ot 


sion, 





ness of his 
how terribly sm: 
In this case he 
thing but the 
criticism, and it 
the firm’s trade. 
+o 
THE BUNDLE 
The sole 
get paying 
do this 
means, ot 
pal classes: 


OF STICKS 
advertising to 
The only way to 
to adopt the best known 
which there are three princi 
Sacseulan: and newspaper 


object in is 
returns, 


is 




















advertising, circular advertising, and 
traveling representatives. Some adver- 
tisers adopt the first of the above 
classes, some adopt tl second, while 
others depend on the third; but we think 
most will agree with us that no one of 
these classes wi produce the results 
that can be obtained from a combination 
of them; “in union there is strength.” 
Like the old example of a bundle of 
sticks: One stick—so easy to break; 
many sticks together—can’t be broken 
One reinforces the other, and the result 
is—well, results.—The Medical World 
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EXPOSITIONS TO DATE. 


The init:al exposition was open- 
ed in London in the year 1851. 
It was built entirely of glass and 
was named the Crystal Palace. 
It covered an area of 87 .489 
square yards and a floor space of 
113,622 square yards. The num- 
ber of exhibitors was 17,000, and 
the visitors made an army of 
6,039,195. The cost of the enter- 
prise was £240,000 and the receipts 
were £506,243. In the year 1855 
Paris was the scene of exhibition 
number two. The buildings cov- 
ered 200,031 square yards. The 
exhibitors numbered 24.000 and 
the visitors 5,100,000. The cost 
was $2,300,000, but the receipts 
amounted to only $640,000. The 
state assumed the debt. The next 
exhibition was held in London. 
It was vis:ted by 6,211,103 people. 





Th's exposition, like that of 
Paris, was a fir 1ancial fail ire. In 
1867 Paris fol -d London with 
a second ex a There were 





52,200 exhibitors, and the expend- 
itures amounted to $5,000,000. 
It was a financial success, the 
surplus being about $1,000,000. 
This was followed by a universal 
exh‘bition at Vienna in 1873. The 
expenditures amounted to $9,000,- 
000, and the receipts were but 
$2,228,000. The deficit was made 
up by the. Austrian government. 
In 1876 the Centennial Exhibition 
was opened in Philadelphia. It 
extended over 1.375.423 square 
yards, and the cost was estimated 
at $8,000,000. There was 27,000 
exhibits and 9,910,960 yey 
In 1873 another uni iversal exhibi- 
tion was held in Paris. There 


Tue INDIANAPOLIS 


solutely and fearlessly 


politan in every respect. 


PREsS is at 





were 52,865 exhibitors and 16,000- 
ooo visitors. Financial returns 
were less than one-half of the $11,- 
000,000 outlay. Between 1870 
and 1888 world’s fairs were held 
at Sydney and Melbourne, Aus- 
tralia; Brussels, Belg:um, and 
Barcelona, Spain. In 1889 the 
great Universal Exposition was 
opened in Paris. The cost was 
about 8,000,000 and the rece‘pts 
made a total of $10,000,000. The 
World’s Fair at Chicago, in 1893, 
was the next in order. It was the 
most magnificent of all, and it re- 
mains to be seen whether the 
Paris exposition will rival its Chi- 
cago predecessor.—Age of Steel. 





eas 
THE LEADER. 

The leading journal in any department 
is compelled to be self-seeking or 
101 self-assertive. Its position is 
recognized, its influence tacitly admitted 







The leadir manufz acture rs and mer 
chants loo 
tains to ir interests, employ its f 
iding a knowledge of their 
and would as soon thin» of 
\ their gns as to allow a 
e to appear without their 
Those who do not 
licy never attain a permanent 
> front rank. 

*ndous roar of a Krupp gun 
ar farther than a thousand pops 
1 toy pistol.—Furniture Wor 








WHEN SUCCESS IS FAST 
When ad ising succeeds right f 1 
l the secret is usually noveity 
ut the problem of any suc m- 
uccess and you will find some- 









a new article, a new scale of 

new mode of selling, a 
rle or scheme of a pvertionne, something 
that sets x thinking he 
haven't seen it before. The 


is usually the article itself, 
difficult to get the sluggish 
I » show much interest on 
notice in something they have known for 
years. Then it is pegging away 
tells.—Geo. Batten’s Wedge. 





all times ab- 


independent and is metro- 


It has the best market 


page, best sporting page and has more correspond- 


ents than any other 


(Jnd.) Press. 


PERRY LUKENS, JR., 


paper in 


Eastern Representative, 


Indiana. —Greenburg 


Tribune Bldg., N. Y. 
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SHORT-SIGHTED PUBLISHERS. 
New York, Dec. 17, 1900. 
Editor of Printers’ INK: 

I have noticed a strong tendency on 
the part of many publishers and other 
persons strongly interested in publica- 
tions to decry any other form of adver- 
tising than that which is ordinarily 
known as “printers’ ink.” This oppo- 
sition even has gone to the length, | am 

, of making attempts to procure legis- 
ion designed to curtail the advertising 
ivileges on the ‘Gusated and s 
railways, as well as to eegged 
display advertising on rocks, mc 
billboards and so forth. the 
tions referred to hint more or less 
ly of the enormity of defacing beau 
scenery, of the ridiculousness of 
signs and of the duty of railw: 
panies to protect their patrons fr¢ 
ing advertising signs thrus 
whenever they desire to 
seem to think that any other 
advertising than that which briny 
els to their coffers is outside the pale of 
good sense and sound busine 

[his selfish way of looking at the 
ter is all wrong, not merely becau 
selfish, but because of its short 
ness. The truth is that m 
that makes for publicity 
and decorous way is vood advertising; 
and if the cost is not too great, is prof 
itable advertising. And ids that 
don’t appear to us to be and de 
corous turn out to be good. 
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mat 














The trouble with the shortsighted 


iters’ ink man is that he is so very 





pr 


sn 





sighted. ' He can’t see, for example, 
that if a man begins his advertising in 
a small way (which is usually the best 
way to begin it), and if he does it clev- 
erly, whether by outdoor display, or by 
car signs, or by printers’ ink, he is like- 
ly to grow to be a bigger and still big 
ger advertiser and to get into all sorts 
of mediums. What will be the ultimate 
destination of the great bulk of this 
man’s advertising appropriation? I be 
lieve firm! that in most cases it will g« 
to the great daily papers, and a few 
monthly and weekly publications tl 
have proved themselves particulariy val 
ua as advertising mediums. It is 
even an open question to my mind i 
very many of the magazines and week- 
lies can ultimately “win out” as adver 
tisir mediums against the great Sun- 
wspapers (themselves really mag 
azines), that usually sell advertising 
space per line per thousand readers at a 
much less rate than other publications. 
he tendency among experienced adver- 
tisers at the present tir 
towards the metrop« ieee § news 
other ereat publications as their 
destination that it seems to me t 
shorsighted for any publisher 
obstacles in the way of havir 
“feeders” as possible for pul 
After all there are no real 
of printers’ ink. I am told 
street car advertising done 
try does not exceed in money 
gross income of any one of New 
leading three daily newspapers. 
together all the other fort eI 
ing against which certain publishers are 
fond of protesting, and they probably 
won't come to as much more money 























is so strongly 
pers and 
ultimate 
























is of a 








Where pt ublishers 1 lose one dol 
the competition of what 1 pi 
term “irregular” advertising, they prob 
ably in the end gain many times as Yhuch 
through securing another “feeder’” for 
printers’ ink publicity. A. B.C. 








‘AN ADVERTISED ARTICLE.” 


FAYETTEVILLE, Tenn., Dec. 10, 1900. 
Editor of Printers’ INK: 


















the 
y be called the “Ex 
‘Exploiette,” respective 
Pope Manufacturing Co. 
1 neaning of an 
quotation marks 
a word that has not 
it very soon 

ir in the new sense 
Respect fi ully 


J. Ho_tanp Wricur. 
> 











IT LOOKS GOOD. 





r, yours fai l 
PONENTS Mi ., Ltd 
+> 
IN BANGOR, ME. 
Office of 
Louis KIrsTEIN, 
Real Estate and Insurance 
36 Main Street. 
Banoor, Me., Dec. 14, 1900 
Editor of PRINTERS’ INK: 
please find Check No. 34,222, 
* sah rir + 








nN 1 to 
ter 1 for o1 
VE ex! yn 

id wi salt is on 

pt to do successful 

ivertising with the aid of Prinrt- 
s’ Ink. Yours trul 

Bernuarp W. Krrs TEIN, 
Adv. Mgr. Louis Kirstein Real tate 





Agency. 




















































SAMPLE COPIES. 
Post Orrice DEPARTMENT. 

Post Office, New York, N. Y. 
New York, Dec. 6, 1900. 
oy PRINTE Ink, 10 Spruce St., 

fork, N. Y.: 
PERSONAL, IMPORTANT. 
Srr-—Your attention is invited to the 
following order, which has been re- 
ceived by this office from the Third As- 
sistant Postmaster-General: 
**Postmasters are specially cautioned 
that a publisher titled to mail with 
every issue of his publication a number 
r le copies equal to the number 














of samp! 
sent to subscribers. Any excess of that 
proportion cannot be sent at the pound 
rate.”’ 

Kindly acknowledge receipt of this 
communication. Very respectfully, 


CorneLtius Van Cott, Postmaster. 
New York, Dec, 10, 1900. 
rneliuns Van Cott, Postmaster, 

b City: 





i ity: 
Dear Sir—We are to-day in receipt 
of a communication, addressed to PRINT- 
ERS’ INK and marked ‘Personal,’’ **Ilm- 
portant,’”’” which reads as follows: 
**Postmasters are specially cautioned 
that a publisher is entitled to mail with 
every issue of his publication a namber 


of sample copies equal to the number 
sent to subscribers. Any excess of that 
propo rtion cannot be sent at the pound 
rate. 


We are asked to kindly acknowledge 


the receipt of this communicati 
By the above it would appear 








publisher ‘‘is entitl 1 
issue of his a 
sample copies e nu 





nt practice 


not been the 









of Printers’ JNK, in years, to 
send out any sam account 
of the difficulty r what 





the 
lay un- 
above that 
very issue 








rule on the subjec 
Post Office Dep: 

derstand, howeve 
entitle 
















wish 
and 







. P. ROWELI & Co.) 
hers of Printers’ INK, 











away 
us Cl ym omitting to 


- several issues and then 









PRINTERS’ 





INK. 





mail at one time the number entit! 
to go with each of the omitted issues 

Very respectfully, 

C. Van Cort, Postmaster. 
Per E. M. Morgan, Asst. P. M 
_ - 

WANAMAKER’S BOOK METHOD 
New York, Dec. 13, 1900 

Editar of PRINTERS INK: 

In your issue of December 12 there 
appears, on page 24, a letter from M: 
Karl M. Shuman regarding John W: 
ker as a book agent. The article is 
specially interesting to me because | 
was a customer for ‘specimen pages” 
and “full information.” The announ 
ment did not appear many days whe 
wrote for “‘specimen pages,” yet a I 
came to explain that the demand was 
“enormous” and they had run _ sh 
It did not take me long to “com 
hend” the scheme. I was simply dis- 
gusted. And if I had any idea of buy- 
ing the books I gave it up when I d 
covered the met Mr. Wanam 
is a great me it, but when he tri 
to fool others he will find out he is 
fooling himself. Respectfully, 


H. Moss 

















———_+ o> __—_- 

GERMAN NEWSPAPERS IN CHINA, 

An interesting feature of Tsing-Tav 
is its newspapers. It has already three, 
all weeklies. The largest is the Deutsch 
Asiatische Warte, published entirely in 
German, which is Bom going through its 
second year. It is an eight-page paper 
po about the shape and size of The 

rday Evening Post. It is neatly gotten 
- and is well patronized by the adver- 
tisers. The Amtsblatt was started a few 
weeks ago in the hope that it would 








have both a yo in and Chinese cir- 
culation; it is published in both lan- 
guages. The third newspaper is the 


Kiautschou-pau, printed in Chinese and 
containing mainly secular news, al- 
though published by the Roman Cat 
mission.—Saturday Evening Post. 
+o 
WHAT TAKES THE TRICK. 

Do not take any stock in blica 
tions whose managers’ blow ut 
quality. To be successful in advertis 
ing the advertiser must have the most 
circulation for the least money. The 
widest distribution at the lowest cost 
per line per thousand takes the trick.— 
Advisor, 
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ILLUSTRATED EXTR ACT FROM 
TESTIMONIAL, 







IT GOES INTO THE BEST FAMILIES, 
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WHAT SOME PUBLISHERS ASSERT. 


**Isaid in my haste all men are liars.” —Psalm cxvi., U1. 


The paragraphs in this department are inserted without any charge or 
payment. A publisher who has a good story is invited to tell it as tersely as 
he can, setting up the most substantial claim he habitually uses to influence 
advertisers. Although a publisher need not necessarily refer to any paper but 
his own, there will be no objections to comparisons. What the publisher 
sends is published as coming FROM HIM. It is his privilege to praise his own 
paper all he likes, for what is wanted is what can be said in its favor. What 
he does say, however, ought to be true—aédsolute/ 



































CALIFORNIA, Farimey readers; ind =o then = Prairie 
San Francisco (Cal.) Bulletin 1 uders 
Is considered to be the best : fr tt 
ing medium by the largest num of his s 
home advertisers, and conseque is rtiset 
the best medium for foreign adver ng 
It brings results. If you have n t 
it give it atrial. It will gi 
results in return. ily I 
October, 1900, 45,680 ab machine S 
teed. It has the largest 2 1 it t pa « S 
of any newspaper 1{ to sti to it 
Francisco. No other daily) Guinc Ill.) ) ( It 
Francisco dares to show advertisers its it published at e central point of the 
city subscription list. richest farming terri in the 
DISTRICT OF COLUMBIA the territory that stl 
Washington (D. C.) National Watch- Wath int eae go “igo 
} 1 n¢ V sf t f 
man (1).—Absolutely guarantees a cir 7 : . 
culation each issue of 1 . bigs ac 2 
charges for this the ‘ : A le ce ‘ 
can be bought at ten t India . Vee? far 
two-tenths cent per th ; a A : : 
Send for sample copy. You will : me hy 
columns if you do so. ney 
’ of 30 cer 
: ILLINOIS, 00 ‘ 
Chicago (Ill.) Homefolks (1).—Each 
advertisement accepted under a positive , 


agreement to furnish a photograph of 
the postoffice receipt for the issue in 
which the ad appeared, showing the is 
sue to be the exact number guarant : 
the original postoffice -receipt 
nished on request. A keyed trial or: 









c 
however small, will promptly and creas tl 
phatically demonstrate the new Home- wh; is tl 
lks to be a business producer. Orders jently produ 
solicited through all reliable agencies we expect 


Chicago (Ill.) Home Life (1) 
Guaranteed circulation over 100,000. 
Rate 40 cents per line. Proven in every 
known way. All the information is 
yours for the asking. Our rate tells all 
Forms close 24th of month previous to py 
issue. It is not only the quantity of op; 
circulation we prove, but the quality of eyid 
circulation that brings results. No dis 
count for time or space. 

Chicago (Ill.) Prairie Farmer (1) 
Has the enviable reputation of produ 
ing better returns for feeding machin 
ery advertisers than any other farm or 
live stock paper published in the West 
ern States. This is due largely to the 
fact that every machine or article ad 
vertised is presented in a candid and 
fair way, and ‘the actual result of its 
work is told in plain language to Prairv 








1 ] 
arily put reliable 














EXPLANATION. 

(1) From printed matter emanating from 
the office of the paper and used in connec 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
appearing either as advertising or reading 
matter. 

(4) By word of mouth by a representative 
of the paper. 
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familiar 


increasing fam- 
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Worcester (Mass.) Post (1).—Is re 
in more than twice as many homes 
any other evening newspaper publis! 
in Worcester County, and has a read 
constituency of at least 50,000 peo; 
the great bulk of these readers cann 
be reached through any other advertis 
medium. The P invites you to « 
amine its culation book t invit 
you to investigate and satisfy y 
that it has the circulation that it cla 
it has. 









MICHIGAN, 
it (Mich.) News and Tri 
rhe (evening) News and (m 
Tribune (combined—all advert 
pears in both papers) cover M 
Average circulat 
by far in exces 
apers combined. 
on Sundays—« 
The most sear 
ulation books 
times. 


h.) American ( 














rican 


to be the whole thir 
r daily had a guaranteed circ 
for the past six months of 

! > American (weekly) 
‘ y in the county or this secti 
the State Geo. D. McIntosh, publ 
a mranriete 











MINNESOT 
1 (Minn. 
(1).—T 







order advert 





NEBRASKA, 
Omaha (Neb.) Bee (1). 
rtiser knew its 


the //l 


If ever 





e every adve 


V 
ustrated Bee. A 








1h i order 
A 1V 
( th I 
nN a T } ¢ 
othe med 
1 : on 
R ton ( rning Ret 
mr ¢ It is the home daily of 
tor It is the only mornir 
ixtv mile 
over 160 1 
cluding 





Associated Press ; It | 
guaranteed circulation, 99 per cert 
which is bona fide subscription. It 
Republican in politi clean 
1 and able in edit 


servic 





veneral advertiser 
pul t to ads 
im (1) 





id 
iS 
1 
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ults obtained by adver 


laily Ame : Only 
Central Michigan. We 





and reli: 


































“hit the nail on the head’? when 


Elmira Telegram, which has the 1 
circulation of any Sunday paper i 
State of New York poses of the 
oughs of Greater New I 
entertaining, ably and 
trated, high-toned, relia a 
many papers of its class, has 
of its last editions going to press. 
New York (N. Y.) Ainslie 





Ainslie’s Magazine at t 
sition. The official list of awa 
Paris Exposition, as published 
Paris edition of the N. Y 
18th, shows that Ainslie’: 1g 
been honored as above indic 

over, Ainslie’s is the on 








is a splendid compliment, and 
volumes for the literar 
excellence of the mag 
Smith, publishers, New 
New York (N. Y.) Are 
September, 1899, the 
published in New Yor 
new ownership and 
ment has begun a new er 
tory, better equi ipped than 
sent to inquirin id 
thought on all > 
tions of the day. 
which recently sus} 
has been merged in 
services of its late ea 
hz 
zine, which” Wi 
years edited iw — x 
New York (N. Y.) Caterer 
Caterer pays more for its read 
ter than all the other papers 
in the world. In cor 
ual value of its contents is so 
it has won universal recogr 
“monthly text book’’ of the 


















iscquer 





and restaurant business. Its s 
ers study its columns—both adve 
and reading—in search of 


which it may seem to th 
to use or The 
thermore 
kind in America, cart j l 
most business, and is the only one 
offers a definite statement of the 
lation of every issue. So profital 
its space that it is used by many 
advertisers who bar all other 
class publications. The readers 

camer buy every year $60,000, 











normous sums invested 
ment, furnishing, etc., 
the millions devoted 
construction. All these 
be reached directly throug no 
medium—nor even indirectly ex 
an expenditure of more than fift 
our rates 

New York (N. Y.) Ez 
ine (1).—Is intended for 
like light literature but 











so quarrelsome, nothi 
dental and nothing trivial It is 
snappy, new, different 
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it that isn’t worth reading. The 
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are represented in the columns of 





‘Bor- 







sociated Press dispatches up to the hour 


gine (1).—Three gold medals 
: ) 








magazine in the gold medal class, wh 


perishable supplies alone, in additior 


ishness. It contains nothing ponder 





is hard to read, but there is nothing 
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note of its policy is interest. The 




















































ity as well as quantity is desired by ad- tor 
vertisers in selecting mediums, and they 
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farming and trucking region between turns. The Times is published every 
Richmond and Savannah. Our circula- day in the year. 

















tion is steadily increasir We have Shenandoah (Pa.) News (1).—Sher 
the best agric ultur writers in the andoah , has a population of 20,0 
South. Agric and ex-agricult- with a rounding ponulation withi 






urist N. C. Experiment Station ot 
editor 
associ: ; 
as well as 
lady contr 

rs in 





1 
1 


our three 1 5,000 more. The daily 
ners’ and Sunday ws cover this field and 
children’s cover it well. There is room in the 
favorite. More columns of these journals for awards 
any other four ing a it will be sold at reasonabl 
rates in large or small quantities. 
SOUTH CAROLINA, 
bia (S. C.) State (1).—Th« 
Newspaper Directory accord 
a larger circulation than an 
uth Carolina daily. Publishe 
mbia, the capital of the State 
center of the great cotton m: 
winch Xo er g industry in the South, the 
ages. One upies a commanding position. 
circulation. ate so c or “as i ributed over the eleven railway lines 
Correspond direct or throt from Columbia and reaching 
able agency. ian one hundred towns befo: 
Dayton (Ohio) News (1).—The sworn moon every day in the year, it is “the 
circulation of the Daily News for the ning paper for three-fourths the 
month of Sept . With one matrix or one 
ji] ro advertisers may cover the State, 
whole State, with nothing but the 














Girl (1). 
onths ago, 
ywn illus- 
lation to 









zine to the a 






























anteed to be 
that of all the 
ayton combined. TENNESSEE. 

Nashville (Tenn.) American (1) 
Vents (1).—A There are twenty million people livir 
you to ad- in _the South and but two and a halt 
! ws: I. million in large cities, the rest in : 





‘ 





n—the irgest country. The Weekly American ci 
side of Toronto lates exclusively in the Southern States 
ntrols a rich and Tennessee, Kentucky, Missouri, Ar 
den of Canad Indian Territory, Oklahon 


‘Western Ont Mississippi, Louisiana, Florida. 
I Alaban ‘orth and 

. No St e as prosper 
1 none have as many people dependent 
on the mail trade for their supplies as 
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3. The 
West 


They 











TEXAS, 

Fort Worth (Tex.) Morning Register 
(1).—Our guaranteed average circula 
tion for last year, Jan. 1 to Dec. 3 

jail and 10,864 Sunda 

Register has been a 
the very start, and every 
ser who uses it knows it, 
you so. It never disa 

plies come immediately, and 
them than you can get from 
ications published in 7 




















veston (Tex.) Tribune (1). 
rec agaist as the f 
*r of Texas, with the 
in the State 

s it been fully apy 
as an adverti 
the city of publicati 

two years it has beer 
teadily forging into the interior, where 
twelve hours ahead of mornin 
Its readers in the State 
business men, bankers, merchan 
ton buyers. <Any intelligent ad 
knows the value of such a 





r circu 1 
iDian 















I dia WISCONSIN, 
results Racine (Wis.) Journal (1).—Dai 
col- Journal reaches all classes. It is a 
1e strictly high-grade newspaper. You can 
spend money in Racine without using 
the Journal, but you can’t reach tl 
people, or enough of them without th 
Journal. You may get lower rates, b 
home. A _ recog ed force in the service you get is so much ens 
public opinion An advertising mediur that the Journal is cheap in comparison. 
that brings prompt and profitable re- Sample copies and rates on application, 






adelphia’s b , pr 
paper. For business o 












































NOTES. 


Mr, R. J. SHANNON has resumed charge of 
the New York office of Munyon. 





It is quite a common practice in Lon 
don (and presumably in other towns) 
for a business firm to engage women 
whose sole duty it is to go to rival firms 
in the same business and gather informa- 
tion as to prices, new fashions, novelties 
and so on, for the benefit of their em- 
ployers. The “‘detective-shopper” has 
the appearance and manners of a lady, 
and usually does her “shopping” in a 
well-appointed brougham. She has carte- 
blanche to make purchases, and even 
to buy expensive gowns which serve as 
models to her own firm.—E-xchange. 


Reports from Petropolis, Brazil, state 
that early next year an exposition will 
be held at Belle Horizonte, the capital of 
Minas Geraes, under the auspices of the 


Brazilian government. American man- 
ufacturers are invited to exhibit elec- 
trical, mining, agricultural and other 
mechanical appliances, and it is stated 
that the expense connected with such 
exhibits will be comparatively small, 


while the facilities and 0; pportunities for 
making a good show and obtaining prof- 
itable business will be considerable. 
Any firms that are desirous of obtaining 
further details regarding the matter may 
communicate on the subject with the 
United States Consulate in Rio de Jan- 
eiro.—Electrical Review. 
nannies " 

ARGUMENTS IN BOOKLETS. 

The catalogue is really 
salesman. It is expected to go out to 
tell the story of the business to pro- 
spective customers, to give descriptions, 
to quote prices and to get orders. It 
will do all of this if it is properly con- 
structed, but in order to do it, it must 
consist of something more than a mere 
mass of descriptions and prices. It 
must embrace good, sensible arguments 
as to why the goods described should be 
purcha used instead of those of another 
make. It must point out the advantages 
of these goods and show just where it is 
to the interest of the prospective cus- 
tomer to purchase them. A_ salesman 
who attempted to sell a bill of goods by 
simply rolling off descriptions and quot- 
ing prices would not be a desirable man, 
and would not secure many orders. An 
up-to-da ite salesman, the kind of sales- 

ian that you would want would have a 


a secondary 


string of arguments, bright, snappy, 
easonable arguments, ready to preface 
his quotations or prices. He would ex- 
plain clearly the advantages of the 
goods he was selling, and would demon- 
strate to his prospective customer the 
advantages of buying those goods.— 


and Leather Facts. 
~7- 
ADVERTISING should r 
every day. an advertiser 
afford to advertise in all the papers, 
he should pick out the one that will 
give him the best returns for the least 
money and put all his shot into that— 
solid shot fired from a single gun con- 


Shoe 


be news—fresh 
cannot 


centrated on one object proves more 
efficacious than small shot fired from 
twenty small guns and_ scattered at 


random.—Los Angeles (Cal.) Herald. 


PRINTE 








RS’ INK 





ON THE FARM. 

Why do the farmers permit the city 
folks to have the monopoly of advertis- 
ing along the sides of the public high 
ways? Why should he not advertise 
his own farm, himself, and whatever he 
wishes to buy or offer for sale on a 
well-constructed and tasteful sign-board 
in front of his premises? A few dol- 
lars spent in constructing a sign-board 
in front of his house or barn, on which 
he could write, from time to time, what- 


ever he has to sell, would be a paying 
investment of the first water. It would 
be better in the form of a well con- 
structed blackboard, facing the road- 
way, having painted on it permanently 
his name, the name of his farm (the 
farm should always have a distinctive 
name), and the general character of 
his business. Below that could be writ- 


ten in chalk from time to time what par- 
ticular things he has for sale or what he 
wishes to buy. If he has improved cat- 
tle of any breed, or any other kind of 
live stock, or farm machinery. for which 
he has no present use, he could write in 
large letters “‘For Sale,”” and then men- 


tion the article. If he wishes to hire 
one or more hands, he can so state it 
on the blackboard. If he wishes to buy 
corn, stock cattle, or anything else, he 


can so write W allace’ 


¢ WITHOUT WIRES. 


Wireless telephone and telegraph cir- 


it. s Farmer. 


cuits will span the world in the next 
hundred years. A husband in the mid- 
dle of the Atlantic will be able to con- 
verse with his wife sitting in her bou- 
doir in Chicago. We will be able to 
telephone in China quite as readily as 
we now talk from New York to Brook- 
lyn. By an automatic signal they will 
connect with any circuit in their local- 
ity without the intervention of a “hello 
girl.”—Ladies’ Home Journal, 


++ 
Tne perfumer who advertises is a 
man of scents. 
So anal - 
Classified Advertisements. 
Advertisements under this head tivo linesor more, 
without display, 25centsa line. Must be 
anded in one week in advance 





WANT s. 
DVERTISEMENTS for the EVENING Post, 
4 Charleston, 8. C. 
DS for re pan Asbury Park, 
: 


A NS 


W ANTED—Every one to se nd for. Janus ary issue 
ot AM. ADVERTISER, Delh Y. Free 
DVERTISEMENTS for the paper with larges 
local circulation in Charleston, THE 
Evens Post. 


* ANTED—To supply somehody 
th adman. That’sme! GEO. B. 
Wickliffe, Kentucky. 
7 ANTED-—A newspaper business 
‘ paving and reasonable price. 
“E DIT JR,” care Printers’ Ink, 
ERNAL D'S NEWSPAPER ME 
recommends ¢ or tent rep’rs,editors & adv’g 
men to pubiishers. 15Cedar St., Springfield,Mass. 


J PUBLIS HERS— Keep your fubscriptions up to 
date. Simple and prectical method Send 

forcireular. A, J. CHARL k 164 W. 66th St., 

Chicago, IL. 

NEw: APERS. Good half-tone 

per experie ne e a pable 
wants work. ¥ BELE, 
lyn, New York. 


JOUR NAL, 


n 2,1 tate 7 cents an inch. 





with a good 
WILDS, JR., 


Must he 
Address 


*S EXCHANGE 









man, 
of taking 
110 Cak St., 


newspa- 
charge, 
Brook- 
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W RITERS WANTED—Cash for news ite | 

and origifial mss. from every place. Send 
stamp for prospectus. THE GUNSTON, Box P. |., 
Hancock, Maryland. 


INGLES—Advertisir jingle « for all trades. 
¢? That is my speciaity. They are the pithy 
pointed, practical kind, and are | cofitalile a the 
price. “‘ JACK THE JINGLEK,” 10 Spruce St ,N.Y. 


T OVELTY invention, a st vested merits, for 

4 trade, mail order, souvenirs, premiums. 

Great field. Will sell patents, take partner. No 

experimenting, all ready. MILLER 407,87 Wash- 
ington St., Chicago, Ill. 


([BAbe PAPER PUBLISH!RS—Journalist of 
wide experience writes original articles,cor- 
respondence and interviews. Photos, if desired. 
Translations from foreign exchanges. WM. C. 
HIRSCH, Postoffice Box 2241, New York. 


GREAT OPPORTUNITY for the right party 

with push and capital to secure a controll- 
ing interest in a valuable monthly magazine 
established for years); fleld unlimit ed. Address 
at once “ MAGAZINE,” care Printers’ Ink 


( RDERS for 5 line a ivertisements 4 weeks $10 
in 100 lilinois newspapers ; 100,000 circula 
pens ne were . other Western weekly papers same 
alogue on application. CHICAGO 
NEWSPAPE R UNION, 10 Spruce St., New York. 


\ 7E will pay $10 for the design for a trade- 

mark best adapted to our business. De- 
sign must be simple and striking and character- 
istic of medicinal preparations. Address THE 
MASSACHUSETTS MEDICAL CO., Box 1140, Bos- 
ton, Mass. 

CHANCE to learn the linotype and details. 
4\ Special rates to operators desiring mechan 
ical course. Every branch thorous shly ang ht; 
reference, Mergenthaler Linotype Cx 
Write for catalogue. MitRGENTH AL E R L INO: 
TYPE SCHOUL, 61. G St., N.W., Washington,D.C. 


WV ASTED—A man to take charge of a compos- 
ingroom. Must be a man of good pres 
ence, education and character ; &@ good disciplin- 
arian and have original and up-to-date ideas of 
display advertising. Must also be able to furnish 
good references as to c mars acter and ability. Ad- 
dress all replies to “C 31,” care Printers’ Ink 


\ 7ANTED—A thoroughly competent man or 

woman to act as editor for a family, liter- 
ary and story paper published monthly. Must be 
familiar » ith ins and outs of securing first class 
serial stories and nen ble of e gga departments 
such as household, icy work, zle, question 
box, ete. State expe rie nee and salary wanted — 
sey all of your time. Address ROWE 
NICHOLS, Publishers, 373 De: ‘arborn St., Chic ago. 


7° PRINTFRS—Any printer having a large 

plant will find it profitable to engage in the 
book publisning business on certain lines, of 
operation to be indicated by me. 1 have the elec 
trotyped plates of nearly one hundred popular 
books (such as are sold in book stores at 25 cents 
each). To any concern showine the ability to 
purchase these plates I will give irformation 
that will prove their possession to be a highly 
profitable investment, utilizing all idle time in 
the pressroom and establishing a new and lucra 
tive business. Address * FREEMAN,” P. O. Box 
1560, New see ity. 


















+o - 
PHOTO ENGRAVING. 


‘HE STANDAR » “ENGRAVING CO., 61 Ann 
St., New York 
— +o>—__———_ 
MAILING MACHINES 
REV. 





M AILER’S DELIGHT. labeler,’99 pat..¢ 
A. DICK, 43 Ferguson Ave., Buffalo, N. Y. 


+o 
COIN CARDS. 


Qs PER 1,90. Less for more; any printing. 
‘0 THE COIN W — P E R CO., Detroit, Mich, 
WINES. 


I por s CH AMP AGNE IS MADE, sent free. C. E 
VEZ with Brotherhood Wine Co., 





New York ( ity. 

CALENDARS. 
half tone cut of Niagara: 
5: 1,000, $10, including your ad. 
, 4th & Chestnut Sts., Philadelphia, 


C4u ‘eosy 5x7, 
vn»), f 
FINE &'SON 


22 PRINTERS’ INK." 





HALF-TONES. 





PS T copper half: tones, |-coi., $1 ; larger 
> per in. THE YOUNGSTOWN ARC EN 
GRAVING CO., Youngstown, Ohic. 


i  — 
POSTAL CARDS BOUGHT. 
are ELLED printed or addressed postal 


rds and stamps bought for cash. BURR 
MANU F ACTURING CO, 614 Park Row Bidg.,N.Y 


TNC. 





—— 
SPECIAL REPRESENTATIVE, 
H D. La COSTE, 
. 38 Park Row, New York, 
special representative for leading daily news 
papers, 





IMPOSING STONES. 
PEST auality Geo art 








marble imposing stones, 

two inches thick, 5° cents square foot. Cash 
with order. THE 2ORGIA MARBLE FINISH 
ING WORKS, Canton, Ga. 


—+.-— 


ADDRESSES. 


\ AIL order names, up to 
‘ have ordered within 30 
1,000 or 15,000 names for 














Mothers who 
Price $1 per 

$ DOWNEY & 
Cc hic: ll il. 





HENRY, 167 Dearborn St., 
‘ —_— >> — 
LETTER "BROKERS. 
ee all kinds, received from newspaper 
4 adver ng, wanted and to let. What have 





ou or At ae kind do you wish te hire of ust THE 
EN OF LETTERS ASS’N, 595 Broadwaw, N.Y. 








+e 
NE WSP. iPER INFORMATION, 





F‘ )R latest newspaper information ase the lat- 
est edition of the AMERICAN NEWSPAPER D1 
issued Dee. 1, 1900. Price, five 
Sent free on receipt of price. GEO. P. 
& CO., 10 Spruce S8t., New York. 
LS 
SUPPLIES. 
FSINTERS SUPPLY 


RECTORY, 
dollars. 
ROWELL 


YAUGE PINS, 3 for ~~, 

KX CO., Grand Island, Ne 

i 1s pape ris — d with ink ay pas od 

by the W. D. WILSON PRIN c 

Lte. isGpeuce 8t., Ws York. Special ses 2 
cash buyers. 

+> 
ADVERTISING AGENTS. 


PUBLISHERS, send your special adv. rates to 
FRITZSCHE ADV. AGENCY, Burlington, la. 





VI" Kk R es anes mfrs., mail onde r men who want 
4 smen or ag erywhe re should 
send a bargain lists les i * want ad ” papers 





dng. 
HUNGERFOKD & DARR ELL AG'CY, 
—+or 
MAIL ORDER. 


ETTERS wanted that have been received in 

4 reply toadvertisements. Highest price paid 
for thirty days’ useand we guarantee they will 
be wilized only for mailing sample copies of our 
publications. Yone wanted dated prior to 
October, 1899. No lot too large for us. SAWYEK 
PUB. CO., Waterville, Maine. 


Balto., Md 








‘ vows = 
ILLUSTRATORS AND ILLUSTRATIONS. 


I SE "ig IR & CO., Wood lh ngravers, 10 Spruce 
. , New York. Service goodand prompt. 





( RN, AMENTS and initials to givea distinctive 
style to your booklets and printed advertis 
Send for il justrasions and pric 

xX.” KEYSTONE TYPE FOUNDRY, 

Philadelphia, Pa. 

— - 
ADVERTISING NOVELTIES. 
»RONZE letter onerers 
2 Write. H. D. PHELI 


500 EX IN wer anes Yonfederate money for only 
a) SHAS. D, BARKER, Atlanta, Ga. 





ing matter 
* Volume 
734 Sansom St., 


tun metal finish. 
, Ansonia, Conn. 





por the purpose of inviting announcements 

of Advertising Novelties likely to benefit 
reader av well as advertiser, 4 lines will be m- 
serted under this head once for one do 




















PRINTERS’ 
PENS. 
N° dripping with | Effsey Falcon Pens; no 
4N blots and no spluttering. Gross gi. Sample 
box 0c, THE PAUL CO., Red Bank, 








\ 7 E have a spec ial offer for new spaper men 
wanting fountain pens for their own use 
or as premiums. PERRY PEN CO., Box 31, 
Milton, Wis. 
allieaciniententiliiaiaichiin 


NEWSPAPER BARGAINS. 


mr) BUYS a good Republican weekly in 
&2 800 Ohio. Reasonable terms 

$1,900 buys a good weekly proposition in Ore- 
gon. $900 or more down 

$1,900 buys a good Democratic weekly property 
in Ohio. Reasonable terms 

$8.000 buysa lively ds “ily Beapneiiice in Con- 
nectient ; large field. $5,000 cash requirec 

$7,000 buy s the best weekly (syndicate) newspa- 
per business in New England. Profits past year 
over $5,000 and increasing. $4,000 or more cash. 

$5,000 buys half interest in fine daily business 
in lowa. Easy terms to a good newspaper man 
and will not sell to any other 

Newspaper owners can secure reliable men for 
any ie in newspaperdom via 

Cc. v ID, Abington, Mass., Confidential 
Broker Ra ¥ xpert in Newspaper Properties. 


ee 
ADVERTISING MEDIA 
TH EVENING POST, Charleston, 8. ( 


T= EVENING POST, Charleston, 8. C. 
fae EVENING Post, Charleston, S, C. 
— EVENING POST, Charleston, 8. C 


[HE EVENING POST, Charleston, S. ( 
ve EVENING POST, Charleston, S. C. 
7? E best advertising medium in Charleston, 
S. C., is THE EVENING Post. 
I ARDWARE DEALERS’ MAGAZINE, 
ple copy 10 cents, New York City. 
1s EVENING POST. of Charleston, 8. C., 
claims the largest local circulation. 
.HE official journe ‘for all sity adve rtising of 
Charleston, S. C. , is THE EVENING Post. 
DVERTISING agents serving their 
F honestly, call up TOILETTES ; 
4( WORDS, 5 times, 25 cents. 
Brockton, Mass. Circulation exceeds 6,000 
» ACK-COV ER quarte x pore. 30,000 circu. $16.70 
) 12 times, $180. PATHFINDER,} Pathfinder, D.C. 
» EACH the best Sonthern farmers ny planting 
\ youradsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line 
NY person adve rtising in PRINTERS’ INK to 


4 the amount of $10 or more is entitled to re- 
ceive the paper for one year 





sam- 











clients 
estab, 1881. 


ENTERPRISE, 








‘HE advertising forall the de partments of the 
city of Charleston, . is done under 
Re. Ab S in TE vuane Foor. 


DVERTISERS’ GUIDE, New Market, N, J. 
Circulation 5,000. sample free. Mailed 
postp aid l year, 45c. Ad rate, We. line, Close 24th. 


A WEB perfecting press, linotype machines 
and a building of its own is evidence of 
the prosperity of THE EVENING Post, of Charles- 


ton, 8. C. 

6 EVENING POST, Charteston, 8S. C., will 
publish want adve rtisements at one cent a 

word net; 50 inches display for $15; 100 inches, 

$25 300 inches, $60 ; 500 inches, gv0; 1,000 inches for 











$165. Additional! c hy urges for position and break- 
ing of column rules. 


\ BOUT seven eigbths of the advertising done 
j fails to be effective because it 1s placed in 
popers and at rates that give no more than one 
eighth of the value that might be had by placing 
tne same advertising in other papers. If you 
have the right advertisement and put it in the 


right papers, your » be rtising will pay. Corre 
spondence solicite Address THE GEO. P 
ROW ELLAD URTIS ING AGENCY, !0 Spruce 8t, 
New York. 


INK. 23 
*FREMICHS. 
ELIABLE goods ar trade builders. Thou- 
sands of suggestive jlémiums suitable for 
Jubtish ore and others from the foremost manu- 
Taetuying am wholesude-ceakers ime jewe'ry apd 
kiadr2a lines 706-p. re ist price c.calagte 
frec. S F. MYDRS VO. 43-60-52 Marden Line, Nex. 














“ ~or 
4 nye SING MACHINES. 
Au. AGk’s 





W dressing eMucrine. No type 
dy m0. a han & per cent saved over 
hanoualine. Addresses pfinted in fac-simile 
typewriting directly on wrappers. No labels to 
come off. PRINTERS’ INK uses Wallace & Co.'s 
addressing machine, so does Cosmopolitan Mag. ° 
Butterick Pub. Co.,C. E. Eliis Co., Robert Bon- 
ner’s Sons, Comfort. W. B. ¢ onkey Co., 
ural Epitomist Lincoln. Neb., ° 
Popular Fashions, N. Y Cheerful Moments, N. Y. 
Modern Stories, and scores of the large publish- 

ers Shroughont the country. 
V ALLACE & CO., 10 Warren St., 
a — 





New York. 


"FOR SALE, 


>AIR Puncture proof Tires, prepaid. 

ROH.50.' ROADSTER TIRE CO., Camden, N.J- 
2 BUYS a complete bound file of 
$1 00 PRINTERS’ INK (32 volumes). Address 
“Pp I.J.,” care Printers’ Ink, 10 Spruce St., N. Y. 


le SALE—A trade monthly publication, al- 

most entirely without opposition in its line, 
making from $150 to $200 a month over expenses. 
This publication is but sixteen months old, car- 
Fying On an average of $500 in advertising each 
issue. Can be published in any city. A seen 
Seventans nt. “S.C.,” care » Printers’ In 


ee SALE—First-class 8 pe page,7 col. paper in 

growing North Montana town. Ideal cylin- 
der press, Gordon jobber, stock of paper, fur- 
nished house, two lots, office building, both new, 
500 cash paying subscribers Will clear $200 per 
month above expenses ; $3.000 cash takes it. If 
you haven’t got the money don’t write. Address 
THE ENTERPRISE, Malta, Mont. 


7 VERY issue of PRINTERS’ INK is religiously 

4 read by many newspaper men and printers, 
as well as by adverti If you want to buya 
paper, or to sell a pape r type or ink, the thin 
to do is toannounce your desire in a classifie 
advertisement in PRINTERS’ INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
the business. Address PRINTERS’ INK, 10 Spruce 
St., New York 


EDITORI. AL WRITE R. 


editorials, all subjects. Write 
H. L. GOODWIN, Malden Sta., 

















for 


‘| ‘IMELY 
Boston. 


rates. 





—— +> 
ADVERTISEMENT CONSTRUCTORS, 





( a E R. CRAW, mail onder advertising. 
¥ Box 502, Cincinnati, Ohio 

QAMP LE retailer's ad, $1. Send facts. WM. 
iN WOUDHOUS IR. ‘Trenton, N. J. 





= b Eany busines ss or adv, subject $%5. Trial 
F is$i. F. VILSON, Kenton, Ohio 


DS $1 each, booklets “$1 a page. CHAS. A. 
4\ WOOLFOLK, 446 W. Main St., Louisville, Ky. 


EP SCARBORO, writer of forceful advertis- 
e) ing. Request estimates. 20 Morton St., Bklyn. 


Wire. medical advertising—10 yrs. aie- 
ing. M. P. GOULD CO., Bennett Bld., N. Y. 


AMPLE AD $1; 
Ss and cash, 
Somerville, Mz *, 


DS that pull. Give usa trial at 5(c.each. We 
place ads too. MOYER’S ADV ERTISING 
AGENCY, Newark Valley, N. Y. 


4 hie! ENTIETH century ads for every line of 
business. Ideas and prices that are fetch- 
ing. GkO. B WILDS, J JR., Wickliffe, Kentucky. 


) ESUL.TS!—That is what I alwaysaim atand my 

\ customers often wonder at ‘the accuracy of 
my aim. | write, illustrate, design and print all 
kinds of advertising literature in a neat, clean, 
convincing manner, just the way it should be 
done. Send along a trial order and see if | can- 
not hit the * bull's eye” of trade for you. Also 
send for my booklet. Ten Dollars a Thousand.” 

t will interest you. Address WM. JOHNSTON, 

‘anager Printers’ Ink Press, 10 Spruce &t., N. ¥. 


| Proms, verse. letter ; send facts 
M. TAYLOR, 69 Pearl St., 
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PAN-AMERICAK 


BUFFAb, 











All the lir 
Street Cap it 





talo, Niagara 
Lockportind 


awanda, tithe 


nortn 6Ay 








North Bay—Pan-American Exposition. direct of tr 


The North Bay, which forms a part of the lake in Dela 


ware Park in the Exposition grounds, is particularly interest to the Fipc 


ing from the fact that upon its shores will be situated the 


Albright Art Gallery and the New York State Building, 


upon opposite sides. It will help to form a very beautiful grounds Wr 


setting for these splendid structures. A magnificent new 
bridge is being constructed, and over this bridge the visitor 


will pass from the main southern entrance of the Exposition Our lithbgra 


to the great group of buildings north of the lake. 
tolder. 
{ 
We control the advertising in all lis o 


— “ 


GEO. KISSAM 


378 MAIN STREET, Tevarsostpioea 16 





PRINTERS’ INK. 






25 





4X EXPOSITION, 
7: 


thelines of =} ee 
Ca in But- | 


Niagira Falls, 














ortind ‘l’on- 
a, tther run 


of transter 





e ftposition 





ds. Write for 


Corner of Stadium—Pan-American Exposition. 
F This picture of a corner of the Stadium shows the massive 
ithberaphed and beautiful character of the architecture. This will be a 
very large structure and during the Exposition season there 
will be held an athletic carnival of particular interest. The 
entrance to the Stadium is a large building having an arcaded 
arrangement on the ground floor. The upper floors are to 
i be used for restaurant purposes. 


| liws of the International ‘Traction Co. 





—_™ 


SIM & CO.. 


LEPHONMBIIECA 1810, BUFFALO, NEW YORK. 





. 








PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


te Issued every Wednesday. Ten cents a 
copy. Subscription deg five dollars a year, 
in advance. Six dollars a hundred. No back 
numbers. 

te Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for $30, or a larger number at the same rate. 

¢ tet *ublishers desiring to subscribe for PRINT- 
ERS’ INK for the benefit of advg. patrons may, on 
applic ation, obtain special confidential terms. 

te If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name, Every paper is stopped 
at the expiration of the time paid for. 
ADVERTISING RATES . 

Classified advertisements 25 cents a line: six 
words tothe line; pearl measure; display 50 cents 
a line; 15 linesto the inch. #100a pave. Special 
position twenty-five per cent additional, if grant- 
ed; discount, five per cent for cash with order. 





OscAR HERZBERG, Managing Editor 
PETER DOUGAN, Manager of Advertising 
and Subscription Department. 
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Cut the adjectives out of your 
written description, and put them 
in the illustration. 


a 
THe Evansville (Ind.) \Vews 
claims to print more advertising 


than any other paper i in Indiana. 
oman” a 
Tuat he has stayed out of an 
advertising “scheme” is what an 
advertiser never regrets. 


THE more you know about your 
competitor's advertising the better 
you can make your own. 


But few advertisements that 
are expected to revolutionize the 
world ever give it a turn, 


Tue Twentieth Century Woolen 
Company, of Chicago, writes to its 
customers — retailing tailors — as 
follows: 

The Twentieth Century Woolen Co. is 
in receipt of frequent requests from its 
customers for hints on advertising, and 
while the best talent we have is always 
at the service of our patrons we be- 
lieve it would be profitable for tailors 
using the columns of their local papers 
to subscribe for Printers’ INK, 10 
Spruce street, New York, a weekly pub- 
lication which is admittedly the best 
authority in the United States on all 
matters relating not only to advertising 
but the promotion of business interests 
as well. The following excerpts from a 
recent number are readily adaptable for 
tailors’ advertising. 


Then follow extracts from the 
pages of “Bright Sayings,” which 
have recently become so popular, 
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Any publisher miei be proud 
to issue the class of books that 
come from the press of Thos. Y. 
Crowell & Co., New York. 

Ir a publisher feels pride in the 
number of advertisements his mag 
azine carries they are paged in 
plain figures. If he does not they 
are not paged. 

Tue Atlanta Journal has a larger 
daily issue than any other paper 
printed south of Washington, Cin 


cinnati and Kansas City, not ex- 
cepting Louisville. 

SoMeE remarkable results were 
obtained last week from some 


small advertising placed in the 
New York [WVorld and other pa- 
pers throughout the Eastern cities. 
= a cost of $72 in the New York 
lVorld, 2,294 replies wer2 obtained, 
while in ten other papers, at a cost 
of $229, 7,200 replies were received. 
The house doing this advertising 
was the Ward Drug Company, and 
the remedy advertised was their 
Moye sci | Night.” Mr. Osgood 
by, the advertising manager of the 
Ward Drug C Company, claims this 
to be a record for amount expend 
ed. The replies in the Il’orld cost 
.0318 cents each, while the other 
papers’ cost for replies was .0489 
per answer. The grand average 
was .O414 cents per a answer. 


THE city of Omaha in Nebraska 
has a peculiar attribute to most of 
its advertising—the use of the 


strange sounding “Ak-Sar-Ben,’ 
which is simply the name of the 
State reversed. The name was 


originated some years ago when 
the State Fair—an annual celebra- 
tion — was first started. The 
“Knights of Ak-Sar-Ben” form a 


society of Omaha business men, 
whose primary object was to de- 
vise and provide evening enter- 





ainment for the visitors to the 
State Fair, much as the citizens 
of New Orleans do for visitors to 
the Carnival... But the name has 
taken such a strong hold upon the 
citizens of Omaha that the locz al 
advertisers use it largely in their 
public announcements. While by 
no means implying clannishness, it 
appeals to the local patriotism 
wonderfully and smacks of what 
the French call “camaradrie.” 
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Tue Scranton (Pa.) Tribune 
adopts the flat rate for advertising 


but refrains from letting the edi- 
tor of the American Newspaper 
Directory know how many copies 
prints. That’s a pity. 
SPRAGUE, WARNER & Co., of 


“Richelieu Adver- 
containing a large 


Chicago, issue a 
tising Book,” 


number of advertisements which 
retail grocery advertisers may 
draft into service in advertising 


Richelieu grocery specialties. It 
gives a good impression. 









A womMan’s advertising agency has 
been established in yn, “to desigr 
and place ads in publications for wom- 
en.”” Shrewd advertisers wiil undoubt- 
edly employ such an agency. There is 
an imm an f business done by 
women now large share of the vast 





aggregate spent for the households of 
the wor!d is spent by women. The 
newspaper which women read is the 
best advertising medium az ad women 
— to be able to prepare the best ad- 
ertisements to interest their sex.— 
ux City (lowa) Tribune, 
The theory appears correct 


enough, of course, but practice will 
probably indicate that it is false. 
Women may write excellent nov- 


els, but when it comes to adver- 
tisements, where every unneces- 


sary word costs, their usual dis- 


cursive style would hardly be 
found profitable. 

In the latest issue of the Bill- 
poster-Display Advertising (New 
York) the question “Shall News- 
paper Advertising Agents Be En- 
couraged to Push Poster Adver- 


tising?”’ is discussed by several of 
the guild. The consensus of opin- 
ion appears to be that the advent 
of the advertising agent will be a 
benefit to all concerned—to _ the 
agent, to the advertiser, and lastly, 
though certainly not leastly, to the 
billposter himself. The various 
methods of publicity are inter- 
related, so dependent for success 
upon one another, that a certain de- 
gree of mutuality among the ven- 
dors of the different classes is only 
a matter of time. Perhaps it will 
be not so very long before the As- 
sociated Billposters, in addition to 
soliciting matter for the hoardings, 
will also accept the advertiser's 
newspaper contracts, turning these 
over afterward to approved news- 
paper advertising agencies. 


so 
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TWENTY years ago there was no 
more cons picuous figure in Ameri- 
can journalism than Murat Hal- 
stead. 





THE Advisor publishes a num- 
ber of “proverbs that Solomon 
might have written—but didn’t.” 
The ones herewith give a fair 
taste of the whole 

Commit thy copy unto an_ honest 


agency, and thy business shall be estab- 
lished. 

Better a three-line advertisement 
where honest circulation is, than a page 


where it al bideth not. 
If an advertisement expert enticeth 
thee, flee from him as from an auto- 


mobile driven by a novice. 

A padded circulation is 
tion to the advertiser, 
statement is his delight. 


an abomina- 
but an honest 


Better a small advertisement that at- 
tracteth the multitude than a large one 
that is seen by the few. 

lools make a mock at advertising, but 
the wise man sayeth not a word, and 
secureth additional space. 

A CONSUL in the West Indies, 
who desires his name withheld, 
on account of certain government 
regulations, writes under date of 


November 26: 

Printers’ INK comes regularly to the 
Consulate and is read not only by me 
but by all of my family and many visi- 
a. It is bright, interesting and val- 

ible. I keep it regularly on file and 
a n refer to it. It is really a magazine 
and treats of advertising in a literary, 
as well as in a trade or technical man- 
ner. It is full of information that is 
of the utmost importance, and, what is 
still more valuable, of absolute relia- 
bility. I have found it of very great 
assistance more than once in replying to 
merchants and others desirous of doing 
new business with the United States. I 
myself have purchased more than 
article simply because I have read a 
write-up of it in Printers’ Ink, and 
have yet to regret having made any of 
these purchases. 

In replying to inquiries from business 
men in the United States; in advising 
business men here; in furnishing special 
reports, on possible new business to be 
done, to the Department of State; in 
all of these I have found the advertis- 
ing lessons of Printers’ INK of the 
greatest assistance. Whatever PrInt- 
ERS’ INK has to say it says clearly, lu- 
cidly, interestingly. It comes right to 
the point and wastes no verbiage. There 
is n@ “padding” to be found in the 
pages of Printers’ Ink. It is, there- 
fore, an excellent model of style in writ- 
ing. Even its mere advertisements are 
interesting rez ading. Without being in- 
vidious I must tefer particularly to the 


one 


advertisement of Printers Ink Jonson. 
I never bought an ounce of printers’ ink 
in my life, and never expect to, but I 


always look for that ad, and IT have come 
to feel a direct interest in Mr, Jonson’s 
business and success. 











THAT ADVERTISERS’ 


TRUST. 


Office of 
ArMor-Bowen Co. 





BALTIMORE, Dec. 14, 1900. 
Editor of Printers’ Ink: 
In your issue of Dec. 12, 1900, we 


find an article under the caption, “An 
Advertising Trust,” which we have no 
doubt refers to our company. Your 
correspondent evidently only knows of 
our plans from hearsay. or he would not 
have made so many blunders. 

The facts in the case are these: 

The Armor-Bowen Co., Inc., was or- 
ganized last May for the purpose of 


securing advertising for the county and 


other papers who would make a con- 
tract with it. This contract was laid be- 
fore the Democratic Editorial Associa- 


tion, of Maryland, 
mittee to revise 


who appointed a com- 
it so that it would be 


entirely fair to all concerned. This re- 
vised contract was then submitted to 
each paper in Maryland (except the 


dailies in Baltimore) and was signe: I gby 
a large majority of them, most of which 
went into effect immediately. 

This same contract has been made 
with practically all of the weekly papers 
of Delaware and a number of contracts 
have been made in Pennsylvania, Vir- 
ginia and West Virginia. 

n reference to our being an agency, 
we are in one sense and not in another. 
We are the exclusive agents of the pa- 
pers with whom we have contracts, in 
which particular we differ from most of 
the advertising agencies. We place bus- 
iness with other papers and periodicals 
when it is desired by our clients. 
Our first and foremost business is to 
get advertising for our own papers. 

We inclose a copy of our contract, 
which you will see is a fair and equit- 
able proposition. We did not make tht 
rates for the papers but they made them 
for themselves and we agree to uphold 
these rates, which we have done, and 
which has resulted in a considerable in- 
crease of good business for our papers. 
These rates, based as they are on guar- 
anteed circulation, do not average any 
higher than the papers’ former rates 
have been, that we are not gouging 
the advertiser. We do tread on the toes 
of some agencies, as in the case of the 
Philadelphia concern as quoted in your 
article, but this agency was told of our 
plans when the co” acts were made with 
the papers, and also was told by the ad- 
vertiser when it made the contract with 


so 


so 


him, so that the said agency had its eyes 
wide open 
We are in no sense fighting the agen- 


cies, and we allow a liberal discount on 


all the business they have to place in 
our papers. 

The officers are all comparatively 
young men, who have been in the news- 
paper business for years. “hey are 
hustlers and are in the company and its 
plans for “keeps.” They haven’t a tre- 


mendous capital but a mighty good rep- 
utation and pay their bills promptly. 
Yours very truly, 


Tue ArMor-BoweEN Co., INC., 
Grant Armor, President. 
Postscript—We are not looking for 
any free advertising, but if you wish 
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you can publish the foregoing or such 
parts as you desire (provided the part 
are not so used as to lead the reader t 
misconstrue what we have written you) 
We would request that you would at 
least correct the error of your article in 
designating us by our proper name, viz. 


The Armor-Bowen Co., Inc., and not the 
“Grant-Armor Agency.” 
THE A.-B. Co., Inc. 


Form of ¢ Contract. 
—— Publisher of ——- 

n——————County, in the State of-—— 
hereby agree to accept all advertising matter : 
from the Armor-Bowen Company upon the fo! 
lowing rates, according to the terms of the con 
tract now existing between them, of which con 
tract this agreement forms part ; and the Armor 
Bowen Company,in consideration thereof, agrees 
to maintain these rates among all newspapers in 

said State contracting with it. The following 
rates are subject to change upon a vote of a ma 
jority of the newspapers in said State undercon- 
tract with the Armor. Bowen Company. 
FOR DISPLAY ADVERTISING. 

One inch, one year 40c per 100 cirec’n 
One inch, six months, 2c. = = 
One inch, three months, lic: - 
One inch, one month, 12e. 
One inch, one time, we. >. 9 “ 

Five or more inches one t. to one month, 5c 
per inch per 100 circulation, each insertion. 

Ten or more inches one t. to one month, 4c. per 
inch per 100 circulation, each insertion, 

Twenty or more inches one t. to one month, 3c 
per inch per 100 circulation, each insertion. 

Positiol, top column, next reading, 25 per cent 














xtra. 
P osition bottom following and next reading 
matter, 25 per cent extra. 
headers, bc. per line each insertion 
to be used within one year, 3c. per line 
Two free notices to be given only when con 
tract runs for one year. 
One free notice to be given only when contract 
runs for a months. 
reby declares that the actual paid cir 
culation of Said newspeper is 
Witness our hands and seals this— day of 
900. 
Witness as to——-_—————_ [Seal ] 
Witness as to— 


1,000 lines 





_ [Seal.} 
Pres. Armor-Bowen Co 
COMPANY. 






THE ARMOR-BOWE 


Among the papers represented 
by the Armor-Bowen Co. are the 
following variously credited with 


from eleven hundred to twenty-two 
hundred circulation: 


Annapolis. ....+- Republican 








Cumberland. ....2 Alleganian 
Westminster. ....Advocate r 
re Cecil Democrat. ..1350 
Elkton .... ..Cecil News.... 
Oakland... .. Republican - 

FF eee Harford Dem.....2000 
Bel Air...... Se eer. 
Havre de Grace. . Republican 

Ee GOT, occ ROD centescvces 


Ellicott City... ..Democrat 
Chestertown. ....Transcript 
Centreville...... Observer 
ene eer Record 
CetRGES 00.0000 REMMEB cccescocces 
Refe rring to these, the editor ot 
the American Newspaper Directory 
says that if the Armor-Bowen Co 
can show that any one of them 
actually prints an average edition 
of so many as a thousand copies 
he will reward the Armor-Bowen 
Co. for the information by pre 
senting a copy of the latest issue of 
the American Newspaper Directory 




















and will give an additional copy 
for the second, third and on 
for every one of the papers named 
that shall be shown to really print 
sO many as a thousand copies reg 
ularly. 


so 


has 


ANOTHER'S CUTS. 


Office of 
JouNst1ToN & Co., 
Mail Order Merchants. 

Toronto, Dec. 5, 1900. 
Editor of Printers’ INK: 
I have experienced a 
annoyance and no small loss through 
having the cuts used in my advertise- 
ments reproduced by a late partner, now 
a rival in business. Can you suggest 
any plan that would provide against this 
kind of theft? ‘There must be 
amongst your readers who have experi- 


great deal of 


sume 


enced this difficulty. I would lke to 
know what, if anything, can be done. 
Yours truly, Jounston & Co. 


The cuts referred to are proba- 
bly pictures of ordinary garments, 
etc. For the protection of these 
there is no government law, copy- 
rights being limited to works of 
art. It is impossible to copyright 
an advertisement, although the 
picture in it. may be thus protected, 
should it happen to be more than 
a mere photographic picture of an 
article for sale. If, however, the 
cuts referred to are trade-marks 
with which the firm has been con- 
nected in the public mind for some 
time, the courts will interfere in 
favor of the original user, even if 
the mark or picture was not regis- 


tered.—|[Ep. Printers’ INK. 
-- 7 
AN interesting new publication 
is called the American Cat News, 
published monthly at 604 Cable 


Building, Chicago, IIl., at ten cents 

a copy, Or One do'lar a vear. It is 

full of cat pictures and cat stories, 

and appears to make a skillful pre- 

sentation of the “cult of the cat.” 

That little beast has at last found 
literary defender! 

Unper the title “Best Tools 
Made,” the Si -mons Hardware 
Company, of St. Louis, issues a 
bound catalogue giving half-tone 
iliustrations of part of 


its wares 
On the leather cover the name of 
the recipient is printed in gold; 


inside exceptionallv fine half-tone 
work on excellent paper is utilized, 
The brochure makes an impression 
of a large concern behind it. 
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THE 
THE 














AT BEGINNING 


CENTURY. 


OF 


BuTLer, i 
Editor of Printers’ INK: 
Will you kindly furnish 
following information, if 
ent with your rules and not taking too 
much of your time: The number of pa- 
pers and periodicals published in the 
United States at the beginning of the 
nineteenth century; secular and relig 
ious separate; the total number pub- 
lished in the world at that time; the 
total number of each published at this 
time. If you have at your disposal any 
circulars, speeches, etc., that would as 
Sist me in preparing an article on the 
“progress of journalism for the cent 
ury.’ | would appreciate them very 
much and return them if desired, or if 
you can inform me where | can obtain 
such information it would assist me. 
The time for which this work is re- 
quired is limited and I would appreciate 
a prompt response. Thanking you in 
advance for your courtesies, | am, 
Very truly, J. D. ALLEN. 


Dec. 15, 190 


me with the 


not inconsist 


We have not at our disposal a 
list of the newspapers in the world 
at the beginning of the century to 
which we shall bid farewell within 
a week. The present list of news 
papers issued in the United States 
in 1776 is taken from a tiny book- 


let issued by Geo. P. Rowell & 

Co. in 1876, and called **American 

Newspaper Directory, 1776": 
New Hay 





PSHIRE, 
Portsmouth, Gaz , four pages; 
Thursdays; size 16x20; subscription 8s. 
lawful money, one-half at entrance; es- 
tablished September, 1756; Daniel 
Fowle, printer; office near the Parade 

MASSACHUSETTS 























Boston, the Massachus Gazette 
and Boston Weekly News IL er; four 
pages; size of page 10x16; Thursdays; 
established I printer, Margaret 
Draper. 

Boston, Evening Post; Mondays; four 
pages; size of page 9x14; established 
1735; printer, T. Fleet; office at the 
Heart & Crown in Cornhill. 

Boston, Gazette; two pages; size of 
page 8x12; Mondays; established 1749 
printers, Edes & Gill. 

Boston, Massachuss te an 
the Boston Post-Boy Advertiser; 
four pages; size of page 10x16; Mon 
days; established in 1760; _ printers, 
Miles & Hicks; office next door to the 
Cromwell’s Head Tavern in School 
street. 

Boston, The Massachusetts Spy; fout 
pages; size of page 8x10; Thursdays; 
subscription 6s. 6d.; established 1770; 
editor, Isaiah Thomas; publishers, Fowle 
& Thomas; office Union street, near the 
Market. 

Salem, Essex Gazette; four pages; 
size of page 10x16; Tuesdays; subscrip- 
tion 6s. 8d.; established 1768; editor 
and printer, Samuel Hall; office above 
the Town-house, 

Newburyport, The Essex Journal and 
Merrimack Packet, or The Massachu- 
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s and New Hampshire General Ad- 
vertiser; four pages; size of page 1rox1u; Post; 
Wednesdays and Fridays; subscription 
6s. 8d.; printers, Thomas & Finges; of- 
fice opposite Rev. Mir. Porson’s Meeting 17 
House. in 
Ruope IsLanp. He 

Newport, Merc: four > 
of page 10x14; Wednesday; 
1758; printer, James Franklin; 
under the Lown School. 
Providence, Ga ? 
Journa q pages; 
stablished 
near 




























otmice 


and 





size of pas 
1762; 
Court-ik 





New and 
New H Size 
797; 








sign of 
Hartford, ( urant; four 
size of page 9x17; Mondays; 

764; printer, Ezra Watson; 
Heart & Crown, 





office at the 
North 
Norwich 





= “a 
kiving 


New York, 


iite C nmnectt 










Ph 


INK 


AN 





> :, a ft 
lished 1728; rT, Keimer; | 
printers, Benjamin Franklin and ; 
Meredith; office at the Markct. the ad 


, 
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adelphia, 
luesday, 
evenings; 
subscript 





75; printer, 


Front 








10S. ; a 
near lisher, Wi 








latest issue of the 
Newspaper ; 
United States with 21,739 publi 
1 Perhaps 





existence 


dvertisement 
er feel like saying, “That's 
I never thought of that 


the reac 


vefore,” 
vertiser, 








Pennsylvania Evenii 
Thursday and Saturda 


four pages; size of page 8x ii 
Ios.; established January 
Benjamin Towne; office 
street, near London Coffe 
Iphia, Pennsylvania Ledge» 
rtiser; weekly; two pages 
10X14; established 177 
Humphreys, Jr.; office 


The Weekly 

Mondays; four 
10x16; subscription ¢ 
ig; established 1763; print 

ler Vine and 





PI 





er, once, 


MARYLAND, 


s, The Maryland Ga 











Advertiser; Friday 
i IOXI7 


page 7; subscriptic 


) shed 1773; editor and pu 
lliam Goddard; office in Ma 
House. 


opposite Cottee 





scription 12 
iter, Alexand: 


tour | 


established 176 





nston. 


1 CAROLINA 





rne, North Carolina Gazett 
yn, Cat Fear Mercur 


SoutH CAROLINA 

mn, South Carolina Ga 

1esdays; f 
publishe 














& Sor 
Americ 


ers, R. Wells 


Directory credits 
the librarian « 
or the Smithsonian Ir 
y be able to give 
es as to publications 1 
in 1801.—[ Ep. PRrINTE! 


accu 


+o 


that makes 


is a distinct winner f 
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The Girl with the 
Frying Pan 


IS THE ENGINEER OF OUR FATE. 
we are liable to be affected by the ailments to which the animals 
whose fat is taken are subject. 


Wesson’s Odorless 
Cooking Oil 


& 








If she uses lard 


If she uses 


we are ‘“‘stomach happy." This 
purely vegetable product is cleanly. 
Itis digestible, which lard is not. 
Dyspeptics can with impunity enjoy 
food cooked in it without suffering 
afterwards. It is odorless, does not 
taint the atmosphere of rooms ad- 
joining the kitchen. It never be- 
comes rancid as does lard and other 
fats, but remains sweet and clean un- 
til the Jast drop does its appetizing 
work, Pound fot pound it goes 
twice as far and does twice the 
work, of lard or buttet. 









EYE-ATTRACTING, 





THE SPICE OF WINDOW DIS- 
PLAYS. 

Storekeepers who would not think of 
repeating an advertisement in the news- 
papers allow window displays to remain 
unchanged a whole week, and even 
longer. Passers-by readily form the 
habit of glancing in shop windows, and 
if something different greets the eye 
each day the merchant has a new ad- 
vertisement continually at slight cost of 
time and trouble. If, on the other hand, 


displays are permitted to linger until 
they have lost interest, it may be diffi- 
cult to win notice even by a change. 


Fresh window displays as often as pos 


ing, oe the | inte ellis vent storekeeper will 
not begrudge the extra work. Mechani- 
cal devices to help him are so numerous 
and practical, and withal so inexpensive, 
that there is no excuse for di stregarding 
the material benefits that will accrue 
from pleasing window exhibits.— 
Clothiers’ and Haberdashers’ Weekly. 


ee 
TRUE ENOUGH. 

Styles of writing ads change, but 
every advertiser ought to keep his com- 
mon sense on tap. No man ought to 
allow a fad to quite cloud over his bus- 
iness judgment.—New England Grocer. 








AN ENTERPRISING UNDERTAKER. 
PHILADELPHIA, Dec, 12, 1900. 
Editor of Printers’ INK: 

Oliver H. Bair, the funeral director, 
is setting a lively pace to the under- 
takers and has them all guessing as to 
what will be his next unique business 
move. About December 4, every news- 
paper man in town received a personal 
invitation, sealed and stamped, and en- 
graved on regulation society stationery, 
which read: Mr. Oliver H. Bair re- 
quests the honor of your company at a 
reception tendered the members of the 
press of Philadelphia, Monday evening. 
December tenth, nineteen hundred. Fit- 
teen hundred seventeen Chestnut street, 


Philadelphia.” Together. with this in- 
vitation there was also inclosed < a card, 
announcing “Music and entertainment. 


In the afternoon of the date mentioned 
a musicale was given for the entertain- 
ment of three hundred Philadelphia 
ministers, who also partook of a lunch- 
eon. In the evening a dinner was given 
to the members of the press. Hundreds 



























of newspaper men were present. isi- 
tors’ eyes opened in wonder at the 
sights. The ground floor, where_busi- 
ness is attended to, is anged like a 
bank, with richly furnished eption 
rooms. Upon entering expensively 
fitted reception h handsome 
stairwav. nothing gests the dead 
is in view. The ness parlors are 
arranged with a view to the retirement 
and privacy of patrons. The second 
floor is taken up by parlors especially 
designed for the holding of funeral ser- 
vices over the remains of people whose 
homes may have been in hotels, etc. 
The “red” parlor is adapted for the 
holding of a family service, while the 
large saloon parlor is arranged for ser- 
vices where the funeral party may he 
large, such as lodges or other organiza- 
tions The fourth floor contains a 
stock of caskets that yrace the latest 
ideas. These range m the lowest- 
priced to caskets of bronze, aluminum 
and mahogany. A suite of rooms, fitted 
in hotel style, located on the fourth 
floor, has been designed for the use of 





out-of-town mourners who may come to 
bury some one. This floor also con- 
tains a number of rooms fitted up like 
parlors, in which dressed wax figures 
are id out, to display the different 
styles of caskets. This museum in- 
cludes a pretty representation of the 
“Romeo and Juliet’? mausoleum scene. 














The balance of the building is given up 
to the working departments of the_es- 
tablishment. For seventeen years Mr. 
Bair has had in mind the pl which in 
its entirety has just been realized. On 
the day after the reception all the Phil- 
adelphia newspapers devoted liberal 
space to the account of same ranging 
in length from a column and | a half in 
the North American, which also pub- 
lished an eighty-line single column cut 
of Mr. Bair, to an article measuring a 
little morg than one stick in the Public 
Ledger. All the papers treated this as 
a legitimate prece of news, ‘the North 
American giving | it a double column 
head, entitled, * w Social Function 
Has Come to Town.” Mr. Bair is the 
originator of a “Bury You on the In 
stalment Plan” scheme which caused a 
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He is also the 
and only undertaker to have an 


good deal of comment. 

first 

automobile hearse. Joun H. 
= diltinaaies 

WHAT BECOMES OF THEM? 

New York, Dec. 3, 1900. 
Editor of Printers’ INK: 

Of what were known as “money mak- 
ers” among the proprietary articles ad- 
vertised extensively twenty-five years 
ago comparatively few have kept pace 
with more modern times, and many have 
actually disappeared from view. It 
would be invidious to name those of the 
latter class, but every reader of Print- 
ERS’ INK whiose hair is now even the 
least shade gray, can recall numerous 
instances of the fact cited, and hence 
a more personal demonstration is un 
necessary. 

It was a dictum with 
cessful advertiser that 
know when you have reached the top in 
advertising, and then, when you got 
there, you should know enough to go no 
further!” But. this does not prevent 
one from keeping on in the path hither 
to followed. 

There must be a practical reason for 
a decline in the output of a once suc- 
cessful preparation. Apparently it may 
be due to a depreciation in merit of 
the goods advertised, to a lack of merit 
at the outset, which was for a time over 
come by vigorous advertising, to a hasty 
withdrawal upon the approach of some 
new competitor, or, rarely, to having 
accomplished all that was desired and 
hence the wish to relinquish the care 
and anxiety which continued advertis 
ing necessitates, and enjoy in a quiet 
way the fruits of success. 

But even these apparent reasons do 
not solve the problem, although they 
open the way for further thought and 
discussion. 

The most important point, however, 
seems to have become fully established, 
namely: that a good article, one which 
the people really want, advertised upon 
its merits, judiciously and consistently 
without interruption year after year, 
will continue to sell so long as the adver 
tising is kept up and other accessories 


SINBERG. 





one very suc 
“you ought to 


are carefully looked to. 
‘The advertiser of to-day can, if he 
wishes, be relieved from many of the 


details which twenty years ago were of 
necessity incumbent upon him. He can, 
for example, select from a multitude of 
advertisement writers one or more to 
prepare his copy for a whole year’s cam 
paign. And yet it is certainly an open 
question whether this expert assistance, 
in all cases—vaJuable as it undoubtedly 
is in some—could not better be dispens 
ed with. As an illustration the writer 
has in mind the case of a very large 
and successful proprietor in Buffalo 
whose present advertisements are by no 
means unfavorably criticised here; but 
whose similar announcements in years 
gone by when prepared at first hand 
evinced a much greater care in compila 
tion and enunciated facts, in a stronger 
and more taking form. 
+o _— 


Tue value of a golden opportunity 
depends upon the amount of gold there 
is in if. 
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BRIGHT SAYINGS. 


PRINTERS’ Ink solicits marked copies of print- 
ed advertisements in which ‘bright say- 
ings,” terse and epigrammatic expressions, 
appear. There are many of them, and some 
of them are very good. 

Top to Toe Outfitters. 

We double your dollars. 

IMITATIONS advertise us. 

Economies for everybody. 

WeE have more than 
Low prices and lofty 
Fast colors and fast friends. 

ONE visit promotes repetition. 

WE print everything printable. 

HERE we help you to be happy. 

Our shelves speak all languages. 
Ovr bountiful buyirg booms us. 

You get here what you bargain for. 
Tuls is an out-of-the-rut offering. 
To investigate us is to invest with us. 


is seen. 
values. 


THOosE who come to look remain to 
buy. 
WE supply the whole family from 


head to foot. 

Tuey fit like an old shoe, 
a heap more stylish. 

WE help you to economize by offering 
values that are worth having. 

HeEapguarTers for economy—we 
succeeded in locating it here. 

200,000 of these novels sold because 
of 199,999 pleased purchasers. 

Our kind of garments will bear close 
inspectio: as to linings and trimmings. 

To find out what the people really 
want, and to supply that want is suc- 
cess. 

Aut the goodness that can be crowded 


but they’re 


have 


into overcoats has been put into those 
we sell. 

Tue only really independent people in 
the world are the ones with money in 
the bank. 

You never look cheap in Wolf’s 
clothing, although Wolf's clothing is sold 


remarkably cheap. 

No account can be so small that it is 
not welcome; no account so large it 
cannot be savingly handled. 

REMEMBER, it costs only twenty-five 
cents and if it fails, bring back the 
empty bottle and get your money. 

WE see the same faces here year in, 
year out, and the story they tell is one 
of confidence in quality and prices. 

To get clothes that have the utmost 
style and quality, yet pay the price that 
best clothes should cost, is the problem. 

WE sympathize with people who come 
to buy. How difficult it must be to 
choose from such an array of style, 
beauty and price attractiveness. 

WE charge a reasonable price for 
work; we cannot compete in price 
many printers; don’t care to. But 
can compete in goodness with any. 

Tue less a man has to spend on his 
clothes, the more careful he should be 
to buy right. Buying right is getting 


our 
with 
we 


your money’s worth of clothes and sat- 
isfaction to boot. 

Like a well-known old-time English 
hat manufacturer, we call ourselves 
“universal sympathizers,” because we 
have “felt” for every one. Our new 
derbies are ready. 

WE want you to examine critically 
every garment that we make for you. 
We want you to look at the seams and 
at the button holes, and at every part 
where it could possibly be slighted. 

It looks as if we had experienced a 
landslide of gloves—such a _ variety, 
We'd much prefer they’d be on “your 
hands. We're going to “palm” them 
off this week. Better have a , 
in the deal. Costs nothing to 


Tue Lyon Umbrella stands for all 
that is best in quality and style—for ar- 
tistic finish and construction throughout. 
Without these qualities in an umbrella, 
as in a hat or coat, no person is well 
dresse 

For every dollar you pay additional 
you get its full value in return, either 
in exclusiveness of style, in exclusive- 
ness of fabric, or in the amount of work 


or tailoring, or some added beauty— 
often intangible, but there. 

WHEN you come here for printing 
you get something that is out of the 
ordinary rut—something that nobody 
else has—something that combines the 
very newest ideas in art printing with 


the highest grade workmanship and best 
materials, 


It is an illusion to imagine that fort- 


unes come by chance; they are built up 
by industry and prudence. Like the 
builders of the pyramids of Egypt, who 
wrought with hk perseverance un- 
til at last the topmost stone was placed 
in position, so is the average fortune 
made. Here aud there, by some lucky 
venture, a man may wake up and find 
himself rich, but in the great majority 


of instances this end is reached by aim- 
ing at a definite object, and adopting 
means with that end in view. The whole 


architecture of a fortune must be as 
scientifically worked out as the details 
of some fine structure. It is well to 
remember that the signs of the times 
indicate that wealth will be of much 
slower growth in the future than in the 


past, 
many 


and that speculation has proved to 
in the past, and it will be the same 
in the future, illusive the mirage 
of the desert. It comes, therefore, to 
this, that dollars will have to be earned 
either by the sweat of the brow or by 
the brain, and when thus obtained must 
be diligently cared for. Saving money 
implies proper investment. The oppor 
tunities to invest money badly are le 
gion. Many a man has risen up early 
and laid down late, and eaten the bread 
of carefulness with tears, only to dis 
‘cover that some bad investment has ab 
sorbed, in a single hour, the savings of 
a lifetime. The true method of acquir 
ing a fortune is to ally your accumula 
tions with some greater aggregation of 
wealth, as in such unity there is pre 
eminently strength. Nothing so encour- 
ages the heart of a prudent man as to 
see his savings growing like wheat in 
springtime, giving promise of a golden 
harvest. 


as as 





LAPSUS MEMORIALIS. 
That form! That face! 
Those eyes of jet 
That thundercioud 
Embodied grace- 
Where have I met =e 
That maiden in the parquet chair? 


What lips! 


of raven hair! 


What hands! 





What seas of ink 
Her eyes! ‘Tis queer—most queer, 
My memory slips 
Come, let me think 
Good Lord, so far and yet so near! 
Where have I seen 
That girl before? 
as she at some one’s tea or ball 
Some gipsy queen 
I knew of yore? 
Some empress of—confound it all! 
Zounds! Now I know 
I saw her in 
A druggist’s window! To be sure! 
She was on show 
Poor maidikin 
To advertise a dandruff cure. 
ee H., Coins. 
NO CHANGES ALONG THE MIS- 
SOUR 


“The newspapers published in the 
towns along the el ter River jog along 
in the old ruts,” writes a correspondent 


who has recently visited the West. 
‘Some of them haven’t changed their 
ads since I traveled up and down the 
gd forty years ago. At one stop a 


boy sold me a paper of the day before. 
When the steamer was under headway 
I looked over the publication and here 
and there I saw a name that looked fa- 
miliar. A majority of the names, how- 
ever, I did not recognize, but I did recog- 
nize the old style. The men now in bus- 
iness along the Missouri have adopted 
the old advertising language of their 
predecessors. For instance: ‘John Smith, 
eat Dealer in Merchandise, Has on 
Hand and Will Keep Constantly in the 
Store the Following and Staple Articles.’ 
These are enumerated with the display 
line ‘Cheap for Cash.’ This line was 
never seen before the war, at least in 
the South. The merchant ad not ex- 
pect cash for anything he sold. The 
customer paid when he sold his hemp, or 
corn, or a ‘nigger. 

“In the river news I read an ad. word 
for word, as it appeared forty years ago, 
with the exception of the name of the 
boat, captain, clerk and agent. ‘lhe 
was indented with a cut of a steamboat 





PRINTE 


RS’ 





ad | 


| bama and Florida, 


| of 








INK. 
PERMANENT 
No one who looks the situation 

the face can doubt that the 

houses are _ teannenge 
| exist solely because they meet a demand 

the people; they really do “fill a 

long felt want.” Whining will not 


INSTITUTIONS. 


in 
mail-order 
institutions. They 


drive them from existence; a boycott is 
powerless to hurt them; _ resolutions 
simply advertise them.—Agricultural 


Advertising 


ARRANGED BY STATES. 








Advertisements under this head 50 cents a line 
each time. By the year #26aline. No display 
other than 2-line initial letter. Must be handed 
in one week in advance, 


GEORGIA. 


UTHERN FARMER, Athens, Ga. 
Southern agricultural publication. Thrifty 
people read it; 22,000 monthly. Covers South 
and Southwest. Advertising rates very low. 


ILLINOIS. 








Qo Leading 


( YONKE Y S$ ‘HOME JOU R NAT. « excels # asa 
dium for interesting a good class of people 

in the smailer towns. Our subscribers own 

pianos or organs—the sign of a refined and weil 

to-do home—and are nz ee _— a r buyers. 

Tee at 60 cents flat. NKEY COM- 
PANY, Chicago, Illinois. 


CANADA. 


N \DIAN ADVERTISING is best done by THLE 
DESBARATS ADVERTISING AGENCY} 


me 





J 








ante eal, 


CLASS PAPERS. 


ADVERTISING. 


IRINTERS’ INK is a . magazine devoted to the 
general subject of advertising. Its standing 
and influence is recognized throughout the en- 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to intelligent adver- 
tisers as being that of a recognized authority.— 
Chicago (Ill.) News, 

PRINTERS’ INK is devoted exclusively to adver 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 
value of different mediums, by conducting wide 
open discussions on_ any topic interesting to ad 
vertisers, Every subject is treated from the ad 
vertiser’s standpoint Subscription price #5 
year. Advertising rates, classifie d 25 cents a line 
each time, display 50 cents a line \y-page & 
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page $50, whole page $100 each time. Addr 
PRINTERS’ INK, 10 Spruce St., New York. 
RELIGIOUS, 
BAPTIST. 


TT GEORGIA BAPTIST, Augusta, Ga., is read 

by more than 5,000 progressive negro preach 
ers and teachers in Georgia, South Carolina, Ala 
Cire’n for 1899, 6,275 weekly. 
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Displayed Advertisements. 


25 cent 


if granted. 


50 cents a line; $100 a page; 


per 
d f y, 
extra for specified position 


| Must be handed in one week in advance. 


all steamboat cuts were alike forty years 
ago. They have not changed along the 
Missouri. Listen to the reading of the 
ad: ‘The new, elegant, swift passenger 
steamer, Belle of the River, Sanford 
Moore, commander, will leave this port 
every Friday for Kansas City, Leaven 
worth, Weston, St. Joseph and all way 
landings. For freight or passage am 
on board .or to Rothwell & Pumphrey.’ 
“Forty years ago the tavern signs and | 
hotel ads announced ‘Entertainmegt tor 
Man and Beast.’ They are the same 
now. The hotel runners look the same 
now as then, except that many of them | 


wear an army hat and a rough rider coat. 
The old names of the hotels are still re 
tained.” Frank A. Heywoop, 
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THE CLEVELAND TARGET COMPANY, 
Cleveland, Ohio. 


SPORTING LIFE Publishing Co., Philadelphia, Pa. 

GENTLEMEN: We have now had our advertisement in your paper 
for over a year, and the results have been so very satisfactory that we 
shall continue same indefinitely. 

While we recognize the fact that your paper is first of all a baseball 
aper, still we must congratulate you on your trap department as 
elng progressive and up to date in every particular. 

We find it gives us a tighting chance of converting some of your 
baseball cranks into shotgun cranks, and if we can only get them to 
come our way our fortune is made. Yours truly, 

(Signed) THE CLEVELAND TARGET CO. 











About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the circulation and character of American 
newspapers. He has always at hand, in chronological order, accessible at a moment’s 
notice, a conveniently arranged mass of interesting documents, statements, pamphlets 
and circulation figures, going to show what is claimed for a paper by its owners or 
asserted of it by its enemies and friends. By the aid of these and his familiarity with the 
subject it is always possible to pass the history of the paper in rapid review and com- 
prehend and measure the claims set up concerning its value to advertisers. 

A new edition of the American Newspaper lirectory with circulation ratings revised 
and corrected to date appeared December Ist. This is the fourth quarterly issue for the 
thirty-second year of the publication. 


PRICE FIVE DOLLARS. 


GEORGE P. ROWELL & CO., Publishers, No. 10 Spruce Street, New York. 








It Stands The Test 


Many papers like many other things will not stand 
the proper test and produce adequate results, but 


FARM NEWS °:rst0.° 
Proven minimum 
circulation 100,000 
is doing more for advertisers this season than ever before. This is the reason why so 
many unsolicited testimonials are reaching the publishers. Test FARM NEWS in 
any fair way and you will not be disappointed. 
Rates have not been advanced and are considerably less than '% cent per line per 
thousand on time contracts. 
THE AMERICAN FARMER CO., Publishers. 
1113-1114 Manhattan Bldg., Chicago, III. 32-37 Kelly Bldg., Springfield, Ohio, 











Cometo me 


If you want your Printing done ‘‘Just Right.’’ 





I only do one kind of work, the best 1 know how and that is why my work 
always proves so very satisfactory. I write, design and print advertising liter- 
ature of every description and it never fails both to please and benefit. Send 
me your next job of printing and make me prove everything I claim. I want 
everybody to send for my new booklet, “ Have You Got Hold of the Right 
Printer ?” absolutely free, along with a handsomely printed blotter. Address, 


WM. JOHNSTON, [igr. Printers’ Ink Press, 10 Spruce St., N. Y, 
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is one of two morning papers 
in Kansas that prints the fu// 
Morning Associated /Pvess 
News. THE EAGLE has the 
largest circulation of any daily 
paper published in Kansas. 


AVERAGE (4,147 DAILY 





And prints 30 per cent more 
foreign advertisements and 
fifty per cent more local ad- 
vertisements than any daily 


paper published in the State. 


R. P. MURDOCK, Bus. Mgr. Wichita Eagle. 





THE S. C. BECKWITH SPECIAL AGENCY, 
SOLE AGENTS FOREIGN ADVERTISING, 

47, 48, 49 & 69 TRIBUNE BLDG., 469 THE ROOKERY, 

NEW YORK CITY. CHICAGO. 
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The goods and the medium 


meet :—you've heard folks say ‘ all 
will be well when they meet their 


affinity.’’ There’s an affinity between 


good goods and good mediums of 


advertising. 

Featherbone is the best substi- 
tute for whalebone ever invented. 
ToILETTES is the best fashion journal 
in America, absolutely practical. The 
best designs illustrating the use of 
Featherbone are appearing in Toi.- 
ETTES : what we do for one advertiser 


we can do for another. 


(Sample copy of TOILETTES free.) 


THE TOILETTES Co. 


170 Fifth Avenue, 
26 East 22d Street, 


New YORK. 
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MADE ADVERTISEMENTS. 

3 4 
t READY- i . $ 
3 $ 
$ Readers of PRINTERS’ INK are invited to send modeladvertisements, ideas for window 3 
3 cards or circulars,and any other suggestions for bettering this department. 3 
Seoees oon 3 





If you need advertising at all you! 
need it during the dull spell that al- 
ways follows the holiday season. That 
is the time when you must get busi- 
ness by the proper advertising of good 
values. If you do not happen to have 
any particularly good values you can 
well afford to make some by choosing 
a few well known articles, and putting 
a price upon them that will be recog- 
nized by every reader as a very low 
price. 

This is the accepted time for in- 
ventory sales and for sales of white | 
goods, such as are held in all the 
larger cities, and which can be dupli 
cated on a somewhat smaller scale in 
any town that is large enough to sup 
port a dry goods store. 

Don’t think that there is no use in 
pushing for business. Don’t get an | 
idea that people stop buying goods 
with the passing of Christmas. There 
are many wants that must be supplied, 
and the merchant who uses his adver 
tising space to tell how well and how 
cheaply he can supply these wants is 
the one who will earn worth-while 
business. 

The beginning of the new year is a 
very good time to get new customers 
started with you. The new custome! 
who begins the new year with you is 
likely to be your customer throughout 
the year, if your goods and prices 
compare favorably with those of your 
competitors. The fact that your com 
petitor discontinues his advertising, or 
very greatly decreases it, immediately 
after the holidays is the very best rea- 
son in the world why you should not 
do so. 

A bright, aggressive advertisement, 
bristling with prices and full of good, 
sensible talk, will get more attention 
at this season than at almost any 
other, simply because there are so few 
other good advertisements to contrast 
with it. 

Don’t sit down and wait for the 
coming of a busier season, but hunt 
around the store for good things that 
you can offer at bargain prices, and 
tell about it in your newspaper. You 
may not have to have extra clerks to 
take care of the increased business, 


but it will help you to keep your 
present force busy, and may give you 
a profit at a time when you are ordi- 
narily obliged to stand a loss. 

Here are some ads which are par- 
ticularly suited to the needs of the 
average store at this time of the year, 
and which, with some slight altera- 
tions to make them fit your particular 
business, ought to prove quite profit- 
able. 

A Newsdealer’s Scheme. 
Your Favori 

our favorite 
Magazine Free. 

For each sc purchase at 
our book and periodical coun- 
ter we will give a stamp; 
when you have $1.50 in these 


stamps we will redeem them 
with any 10c magaziné we 
have—free. 


Splendid books at 5c; 6 for 





25¢. Large, popular books 
Toc; 3 for 25¢ 
Another Good One for a Special Sale. 


A Pin Hole 
Makes an 
“Imperfect ” 
Handkerchief 


in the eye of the ex- 


pert handkerchief buyer. He 
classes them as “seconds,” 
and buys them anywhere 


from 50 to 75 per cent under 


the regular price. That’s | 
what this lot of Handker- | 
chiefs, just arrived, means to | 
us. To you it means that | 
you may buy first quality | 
Handkerchiefs, with imper- 


fections so slight as to elude 
| even minute search (but, per- | 
| haps, slightly mussed or a 
tiny soil spot visible), at less | 
than one-half their real value. 


ere is an index to the 
splendid values: 
Ladies’ fine cambric hem- 


| 
| 
stitched Handkerchiefs, hand | 
embroidered initial, 1oc val- | 
| 


Sale price 5c. 
hemstitcued and 
embroidered Handkerchiefs, 
20c value, Magnet Sale price 
1oc,. 

Ladies’ scalloped edge 
Handkerchiefs, two-inch wide 
embroiderv. value 29c, Mag- 
net Sale price 15¢. 

















Sensible Stove Talk. 


‘Good Stove 
Weather. 


This is just the kind of 
weather that makes’ one 
realize the needs of a good 
heating stove. 


In spite of the fact that 
we've had a warm fall and 
winter, heating stoves have 
gone out here at a_ cold 


weather pace. 
Our stove selling has been 


the largest for many years; 
due to the fact that we've 
hadi just the right kinds of 


















































stoves, of the right quantity, 
and at right prices. 
There’s still a good assort 


ment left for you—the same 
good kinds at the same low 
prices. 

We're sole agents for 
“Garland Heating Stoves,” 


and you'll find no better stove 
at any price, and none 
good at the same price, $9 
to $20. 
A few odd stoves at prices 
that will make you buy, if 
you want a stove, $8 to $37. 
Some real good second- 
hand stoves from $4 to $15. 


so 


Another Timely One. 


With Lubin’s 


Balsam 
you are well pre- 
pared. Don’t waste time 


and money in trying a whole 





string of cough-cures. "Twill 
be an unsatisfactory experi- 
ment. At the first sign of 
a cough, purchase a bottle of 
Lubin’s Balsam, which is de 
lightfully pleasant to the 
taste and proves its superi 
ority at once 

Your medicine-chest isn’t 
the place for a haphazard 
cough-cure, It needs an 
article tried and_ true 
Lubin’s. Lubin’s Balsam is 
Essex County’s old stand 


by. Some families wouldn't 
be without it any more than 
they would be without Wen- 
ham Lake Water. 

Price 25c-50c. 


Comfortable 
Wanters. 


Twenty of these desirable 
pieces of bedding—both sides 
covered with satine—have 
since the holidays failed to 
attract buyers at $5 apiece. 
Sut they must be sold in 
their proper season, even if 
at a loss. To-day we will 
say good-by to them at $3 
apiece. 


| 


PRINTERS’ 





A Short 


INK. 


Timely and Telling. 





A New Year's 


Gift 
might pleasantly ad- 


just some uncomfortable con- 
tingency growing out of your 
receipt of an unexpected 
Xmas gift, or your forgetting 
an intended gift. 

If there are any reasons 
why you would like to make 
a gift-giving celebration of 
New Year’s, then you’re like- 
ly to find it worth while to 
again read over our list of 
usefuls. 


Special Sale of 
me car 
Nightgowns at 50c 
Four different styles of 
Muslin Night Gowns will find 
quick acceptance at four shil- 
lings apiece. Ample sizes. 
Empire Gowns—of_ excel- 
lent material—trimmed with 
three-inch embroidery around 
collar and sleeves and three- 


inch insertion and _ beading 
across front. 

Solero Jacket Gowns—14 
tucks in yoke—collar and 
sleeves trimmed with three- 


inch embroidery and beading. 


Mother Hubbard Gowns 
| 24 tucks and four rows of 
insertion on front—neck and 
sleeves trimmed with em- 


broidery. 
Quite Convincing. 


Concerning 


Description Goes a Long Wa 


Muslin Underwear | 
A Shrewd Woman | 


Said Yesterday : 

“T don’t care for poorly 
made or skimped garments 
at any price.” 

She had 
around.” 


been “looking 


She bought close on to 
eleven dollars’ worth before 
she left our department! 

And that speaks volumes 
of commendation for _ this 
Manufacturers’ Sale of Mus- 
lin Underwear 

It helps you to the best- 
made and_ fullest-size  gar- 
ments that ever left a fac 
tory. 

And, too, they’re not a 
straggling few, but thou- 
sands! 

In making comparisons 
compare quality first; then 
the prices. 

Take any of the following 
and match them elsewhere— 


if you can! 


| 
| 
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A great many business houses wili! 4 Little Too Long, Perhaps, but It Tells 
open new books early in the coming | the Story and Carries Conviction, 
year, and the wide-awake stationer will | | 
take advantage of this fact to push | Acned 

| 
| 


blank books and other office supplies | Inventory Sale ! 
right after Christmas. 








| Inventory is over. We 

P . | | have uncovered and appraised 
A Business every article of merchandise 
. in the store, and now we are 
Dispute ready to swing into the new 
is easily settled when year with a sale of carpets, 

the accounts are properly rugs, furniture and draper- 
kept. Don’t practice false ies that will rouse the city in 
economy by trying to save every direction. It will be a 
on blank books. We will sell sale that very few will stay 
you a set of high-grade, well- away from. It will be a sale 
made blank books, trom that no one can misunder- 
ledger to journal, cash books, stand. It will be a sale 
order books, memorandum that competition cannot cry 
books and day books at such down. It will gather strength 
a small cost that you can from day to day. Before we 
buy the best. Our ‘stock of go into direct details, let us 
office supplies is always com- say a word or two about 
plete. trade conditions: For several 





months carpets, furniture and 
draperies nave been subject- 


Blank Books, : ed to heavy advances in cost 


of production, Rise has fol- 





ledgers, daybooks, lowed rise. and when we say 
cashbooks—any sort and size that our goods are actually 
and shape of book you may worth from 20 to 35 per cent 
need—and the best book that more than they cost us we 


your money can buy—trial are making a statement that 
balance sheets, legal blanks no merchant can deny. 
and stationery of all sorts. Now we propose to throw 
Excelsior diaries — contain open our doors and surren- 
a fund of interesting infor der every advantage we hold. 
mation before you’ve written We will sell carpets, furni- 
a word in them—all sizes, ture and draperies at prices 
Art calendars—a few very far under the cost of produc- 
fine ones left—one-third orig- tion. 
inal prices. We will not be able to re- 
— place one article tor what 


Good C.:e for a Special Sale. 











we receive for it. This may 

a not sound reasonable or logt- 

The I ast ;_ ime cal, but, nevertheless, it’s the 
“4 


plainetruth. It will not be a 
money-making sale for us, 
but it will be a_ healthy 
movement just the same. It 
will turn over our stocks; it 
will widen our acquaintance, 
and it will distribute thou- 
sands of dollars’ worth of the 
merchandise we proudly hold 
up as the best. The sale be- 
gins Tuesday, January 2, and 
ends on — ay, January 16. 
In many cases we have cut 
prices squ aoe in half. The 
items that follow will give 
you a clear idea of the sit- 
uation, but after all the only 
way to appreciate things as 
they are is to come in per- 


We hada 
Shirt Sale 

we made the offer 
to sell for one day 75c¢ siurts 
for 42c, and any one who 
returned a shirt would get 
1oc more than he paid. The 
result was over 500 shirts 
sold, of which one was re- 
turned for a joke. We of- 
fer for 3 hours next Satur- 
day and Monday, 11 to 12 
a. m., 3 to 4 p. m. and 8 to 
9 p. m., 50 doz. Men’s Neg- 
ligee Perc: ale Shirts, which 
were especially made for us 

















and bear our names. The son. The real greatness of 

material is first-class and the this inventory sale will grow 

patterns the latest. The shirts | upon you. | 

are cut 36 inches long, have ——_— $$$ __________} 

gathered back, felled seams . For a Dyer. 

and are trimmed with large | a 

pearl buttons. They will be 

sold on hours mentioned at A Good WwW ay 

42c. to save the cost of a 
We warrant them to be new suit or overcoat is—let | 

worth no less than 75c. See |} us have the old one to be 

display in window. We will cleaned. We will return it 

have a clock in window when looking like new. Shall we 


sale opens. call? 
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A bright, attractive headline is often | 
half the battle in getting attention to | 
what you have to say,and you can | 
well afford to give careful attention to 
this part of your ad. Here are a few 
suggestions along this line that may 
be found useful : 






















































4 , 

What’s Going c on 
Here ? | 
| 

Annual muslin underwear | 
sale. | 

Annual muslins, sheet and 
pillow case sale. | 

Annual embroidery and | 
linen sale. | | 

Annual silk remnant sale. 

Ten tempting things for 
Saturday buyers. 

Here’s but ten of the many 
times ten big offerings for 
Saturday at this store. 

Concerning the best carpet 
stock in town. | | 

All aisles lead to dress 
goods. 








Goes Into Details. 





Card Cases. 


Think of too handsomely 
printed personal or business 
cards. 

Think of an elegant card 
case, either plain leather, in 
black, buff, brown, red or 
blue colors, or seal grain al 
ligator with name _ printed 
thereon in gold. 

Then think of $1, the lit- 
tle cost of this combination 
and decide whether you can 
afford not to own ane. 

Drop in when you are 
down this way—we are on the 
first floor—we want you to 
see these cards and cases. 











For a Druggist. 


It Shows 
Wisdom. 


when a family has 
on hand one or more boxes 
of Diphtheritic troches. Only 
twenty-five cents per box, 
but this little package will 
protect a household against 
the germs of scarlet fever 
and diphtheria. These troches 
are peerless. A judicious 
use of them prevents con- 
tagion, by destroying the 
deadly germs of disease be- 
fore they silently steal their 
way into the system. 
They are faithful sentinels. 
If any contagious disease 
prevails in your vicinity. take | 
the troches as per directions. | 
25c per box. | 
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INK. 


Very Good. 


| Proper Picture 
Frames. 


If all frames were alike it 
would not matter where you 
had them made. But they 
are not all alike. There is as 
much difference as there is 
in the people that order them. 

Our frames are not only 
low in price but they are ar- 
tistic in make-up and give 
proper effect to the picture. 

It wouldn’t be a bad idea 
to give us a chance to show 
you how “different”? ours are 
from the other fellows’. 


Suaiiaee All” Through. 





What About Your 


Overalls ? 


Are you perfectly satisfied 
with the overalls) you are 
buying? And are they as 
good as you think they ought 
to be? We want every w: ork. 
ingman in this city to get 
acquainted with our overalls. 
They’re the greatest fifty- 
cent overalls ever sold by 
any one in town, and the 
business we do in this de- 
partment attests the popular- 
ity of these Overalls with the 
workingman. A complete 
stock of them always on 
hand—not a few dozen tuck- 
ed away under the counter 
but hundreds of dozens in 
all sizes from the smallest to 
the largest size made. 

Our overalls are shaped 
like pants—not pillow cases 
and have strong pockets, 
hold-fast buttons and every 
good point known for con- 
venience and durability. 
Coats to match at the same 
price. We sell the Sweet, 
Orr & Co. and Dutchess over- 
alls, too, in all sizes. Price 
7 5c. 

Try our overalls—we know 





they'll please you. 


For a Savings Bank. 


= 
Never Idle. 

Money deposited in this 
bank is never idle. Let us 
put your weekly savings at 
work earning more money 
for you. Time passes quick 
ly, interest ‘accumulates rap 
idly. To carry money in the 
pocket is creating extrava 
gance Become one of our 
depositors. Use this bank 
to help you increase wealth. 
Start a bank account this 
week if it is but a dollar. 








Come in and let us show you 
the advantages for mutual 


profits. 
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For a Business College. 














Wanted : Young 
Men for Business. 


Bright young men may 
readily secure very desirable 
business positions after learn- 
ing shorthand, typewriting, 
bookkeeping and office work 
at our school. 

We are constantly receiv- 
ing more calls for help of 
this kind than we can fill. 

Good positions assured to 
the right kind of young men. 
Such places pay good salaries 
and offer the best chances for 
rapid promotion, 

Day and night school or 
instructions by mail if de- 
sire ° 

Send 
let free. 


An Ax Ad. 


for interesting book- 


Woodman, 
Spare Not 
that ax, 


for if it’s a 


Bradley ax you can chop and 
chop and chop and be better 
satisfied each day. We'll 
guarantee the satisfaction, 
every time, or give you a 
new,ax for a poor ax, or 
your money back. 


axes at low- 
gen- 
**Brad- 


Other kinds of 
er prices, but none so 
uinely cheap as the 
ley.’ 

Everything for chopping, 
and sawing and _= splitting, 
cross-cut saws, buck saws, 
saw-bucks, beetles, wedges, 
powder and fuse, if you need 
it; and all at guaranteed 
prices. 





Piano Persuasion, 


) TL 
Play While 
You Pay. 

The idea is this: You se- 
lect a piano from our ware- 
room and pay a small deposit 
down, and we will deliver 
the piano in your house with 


a Au autiful stool and scarf. 
You then make a small pay- 
ment each month until the 
piano is paid for. Under- 
stand, you have the piano 
while you are paying for it, 
and no home is_ complete 


piano. If you 
send us your name 


without a 
can’t call, 


and address on a postal card, 
and we will send one of our 
illustrated catalogues, which 


gives a full description of 
different styles we make, 
also the prices. 

















Dinner Sets, 





> 
| One Good Point 
in our “stock pat- 
tern” dinner ware is that you 
can buy just what pieces you 


want. Different families have 
different needs, and if you 
buy a set with fixed number 
of pieces you may buy some 
things you don’t need and 
you may lack some you'd 
like to have. 

In a “stock pattern” you 


buy what you want when you 
want it. 





All About It. 


52.50 Corn 


Sheller. 

It’s the ‘Champion,’ 
it’s rightly named. 

We think it has no equal 


and 


certainly none unless you 
pay three or four times the 
“Champion’s”’ price. 


its work is easy and rapid. 
It runs on ball-bearings, has 
an automatic adjustment so 
that all kinds and sizes of 
corn can be shelled without 
readjusting; and it can be 
fastened to any box or plank 
in hz ulf a minute without 


bolts or screws. You ought 
to see and try the “Cham- 
nion. It is fully guaran- 
teed. 

Attract 





Clean "Sincere 
The New Candy. 


These are generous blocks 
of savory sweetmeats, with a 
snap of newness that the 
candy eater will enjoy. The 
rich sugar cream is mixed 
with chopped pineapple, or 
chopped French fruit, which 
make a delicious composition. 
Ready to- day, at 20c a pound. 


Good Talk. 


A Few Words 
About Wood. 


We make kindling from 
hody wood, using no slabs. 
The advantage is you get all 
wood, not half bark. Price 
of kindling wood is twenty 
cents a box, or six boxes for 
one dollar, and the boxes are 
large, containing fully twice 
as much as barrels sold by 
peddlers. Hickory wood 1s 
scarce, but we have a quan- 
tity of excellent quality, gsec- 
ond = growth, sound, body 
wood. Can cut any length 
you wish and make prompt 
delivery, 
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You Can't Help 


but notice the advertising 


cards that are in the cars! 











Whatever direction your eyes 
turn these cards are bound to 
come to your view. We arrange 
them so as to be easily read. 

Wouldn't you like the car 
passengers to read your cards and 
buy your goods? 

We would be only too glad to 
explain all to you. Don't wait—- 


fall in with the good times. 











GEO. KISSAM & CO. 
253 Broapway, N. Y. 


15 BRANCH OFFICES, 


Written by Chas. F. Hildebrecht, Trenton, N, J. 








—a 
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Persistence Won. 


A man’s success in life is usually in pro- 
portion to his confidence in himself and the 
energy and persistence with which he pursues 
his aim. In this competing age there is little 
hope for the man who does not thoroughly 
believe in himself. The man who can be eas- 
ily discouraged or turned aside from his pur- 
pose, the man who has no iron in his blood 


Seven years ago, imbued with lots of confidence in myself, 
but lacking experience in the ink line, I started in business in 
a room twenty feet square up four long flights of stairs at No. 10 
Spruce Street. 

I inserted a quarter page ad in this paper offering News Ink 
at four cents a pound in 500 pound barrels or six cents a pound 
in 25 pound kegs. For three successive weeks I advertised 
without receiving a single order, but having lots of energy and 
persistence, I pursued my aim and inserted a double page ad- 
vertisement calling attention to my wares. I likened myseif to 
the man on the London bridge who offered real sovereigns at a 
shilling apiece, with no buyers. 

As if touched by a magic wand, the orders came pouring into 
me and I soon built up an enormous news ink trade. My cus- 
tomers were continually urging meto handle job inks and at 
last Iconsented. In January, 1895, I issued a price list which 
revolutionized the whole ink business. I used the finest of coat- 
ed paper, and the coverwas of tinted stock printed in four 
colors. I mailed twenty-five thousand of them and made the 
name of Jonson famous among the printers throughout the 
country. My competitors were up in arms against me and even 
went so far as to accuse me of taking the money and not ship- 
ping the goods. I turned a deaf ear to their tirade of abuse, and 
kept plugging away at high prices, until] forced them to come 
to my figures and give unlimited credit. I now occupy the 
ground floor and basement at No. 13 Spruce Street, and some- 
times my city trade resembles adepartment store crowd on a 
small scale. I am willing to wager that I have a larger list of 
customers than any other house in my line, and not one of them 
ever received an ounce of my ink unless I had the cash in hand. 
It is not a question of credit or rating with me, only I will not 
vary from my rule. Orders reached me from publishers and 
printers that have dollars to my pennies, but when they did not 
send the money I politely returnéd them. 

Start the new year right by buying from me, and when 1892 
comes around you will be more than surprised at the amount of 
money you have saved. Send for my price list. Address 


PRINTERS INK JONSON, 


13 Spruce St., New York. 
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One hundred and _ thirty-three 
thousand is the daily average 
number of copies sold by the Cin- 
cinnati Post. 

The daily average number of 
copies sold by the Cleveland Press 
is ninety-three thousand copies. 

The St. Louis Chronicle’s daily 
average exceeds fifty-four thou- 
sand copies sold. 

The daily issue of the Coving- 
ton (Ky.) Post averages twelve 
thousand sold copies. 

These figures are sworn to and 
the advertiser misses a rare op- 
portunity if he goes into the re- 
spective cities without using the 
above mediums. Nowhere can 
he obtain such clean, honest cir- 
culation as reasonable as offered 
by these newspapers. 
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The -Only One and That's 


THE 


ansas City Times 


You cannot do without a good me- 
dium in the great Southwest. 

When placing your advertising for 
the coming year consider this terri- 
tory, then consider 


The Best Medium 








Tue Kansas City TIMEs covers an 
exclusive field but not a limited one. 
Tue Kansas City Times offers no 
inducement further than the best 
medium in a large and exclusive 
territory. 


Rates on Application. 


THE KANSAS CITY TIMES 


A. A, LESUEUR, Editor. RAYMOND P. MAY, Business Manager. 


S. C. BECKWITH SPECIAL AGENCY, 
Sole Agents Foreign Advertising, 
47,48, 49 & 59 TRIBUNE BLDG.,N. Y. 469 THE ROOKERY, CHICAGO. 
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GEORGE KISSAM 
253 Broadway, 





| Written by Ed. M. Crane, Oshkosh, Wis. 
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